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Sure, we could tell you all about it right now. But 


we won't be ready to deliver for a few more weeks, 


so the news about the New KON-ITE Leather 





Watch Straps will have to wait. We promise you, 


it will be worth waiting for. New colors, new styling, 





and an important improvement in Tubular straps. 


Watch for it... 


eo NEXT MONTH | 












SPLIT-PROOF 


LEATHER WATCH STRAPS 


MANUFACTURED BY A. SAUER & CO. CINCINNATI, OHIO 


THE JEWELERS’ CIRCULAR-KEYSTONE 1 
for March, 1941 











ecsieecallategaetae ae 





Sobectieeabrtiasteaten aarti 





2A nen es 


ie: ee 


Jewelers 


Circular. 
Keystone 


NUMBER 6 


VOLUME CXi 


P. M. FAHRENDORF, President 
and General Manager 


FRED V. COLE, Editor 


Associate Editors 

JOHN J. BOWMAN 

DONALD S. McNEIL 

J. RODMAN KEAGY 

J. RICHARD IANDER 

JOHN E. McGINN, Art Editor 

L. W. MOFFETT, Washington Editor 

JAMES G. ELLIS, Associate 

Natl. Press Bldg., Washington, D. C. 
HARRY R. TERHUNE, Western Editor 
201 Oceano Dr., Los Angeles, Calif. 


BUSINESS STAFF 
WM. A. MAAS, Business Manager 
A. V. ANSEL, Circulation Manager 


New York 

ERNEST H. BENNETT 
C. J. HACKETT 

H. H. HETHERINGTON 
J. RICHARD IANDER 
ARTHUR J. TUVERI 


New England 

E. P. LINGHAM 

434 Ind. Tr. Bldg., Providence, R. |. 
140 Federal St., Boston, Mass. 


Chicago 
CLAUD WHEELER, 29 E. Madison St. 


Pittsburgh 
E. H. SYKES, 600 Am. Bank Bldg. 


San Francisco 
C. H. WOOLLEY, 444 Market St. 


ISRAEL DOBSEVAGE, Harrison, O. 


Gy 


The cover—Milady entertains. Sil- 

ver tea service by International 

Silver Co. Jewels from Edmond 
Frisch, New York. 











1941 


SEVENTY-SECOND ANNIVERSARY NUMBER 


In Tune with Spring, 45 

30 Jewelers Tell How Modernizing Affected Sales, 46 
Spring Displays Call for Light, Bright Colors, 48 — 
Fashion Says—“‘Jewels!”’, 50 

They Like Sallan’s 77-Word Contracts, 52 

Quality Ads Build Quantity Sales, 54 

Taking the Grief Out of Repairs, 56 

Boyson Profits with Costume Jewelry, 60 

A Portfolio of Spring Designs, 62 

Leading Tailors Urge Diamonds for Men, 70 
Firm Wins Friends by Mailing Clippings, 72 

Five Easter Selling Ideas, 82 

Mrs. America and Her Silver, 86 


Active Patterns in Silver-Plated Flatware, 97 


DEPARTMENTS 


Speaking of the Jewelry Trade, 43 
“Ideas’’, 58 

A Jewelers’ Dictionary, 64 

They’re New, 105 

Giftwares, 108 

News, 118 

Practical Modern Watchmaking, 141 
Workshop Questions and Answers, 146 
Editorials, 158 


OWNED, PUBLISHED, AND COPYRIGHTED (1941) BY THE CHILTON CO., INC. 


Printing and Publication Office 


Editorial and Executive Offices 
© Chestnut at 56th, Philadelphia, Pa. 


100 E. 42nd St., New York 


OFFICERS AND DIRECTORS 
C. A. MUSSELMAN, PRESIDENT; JOSEPH S$. HILDRETH, GEORGE H. GRIFFITHS, 
EVERIT B. TERHUNE, J. H. VAN DEVENTER, CHARLES 5S. BAUR, VICE-PRESIDENTS; 
WILLIAM A. BARBER, TREASURER; JOHN BLAIR MOFFETT, SECRETARY; JULIAN CHASE, 
THOMAS L. KANE, G. C. BUZBY, P. M. FAHRENDORF, HARRY V. DUFFY, CHARLES J. HEALE 


Published monthly by Chilton Company (Inc.). Entered as second class matter at the Post Office in Philadelphia, 
Pennsylvania, U.S.A., under the Act of Congress of March 3, 1879. Subscription prices—United States or its posses- 
sions: one year $2.00; Mexico, Central America, South America, Spain and its colonies: one year $2.00; in Canada: 
one year $3.00; other foreign countries: one year $6.00; single copies 25c each. All subscriptions are payable in advanes. 

















sPEAKING OF THE JEWELRY TRADE 


ENDELL WILLKIE is no 
longer watchless. To the hor- 
ror of the watch and jewelry indus- 
try, the Republican presidential 
nominee won headlines last fall be- 
cause of his scorn of watches since 
there were plenty of clocks around, 
or persons of whom to inquire the 
time of day, and because he thought 
it was a waste of time filling his 
pockets with burdensome parapher- 
nalia. He couldn’t recall when he 
had last carried one. 
But last month a reader of. the 
New York Sun detected a gold chain 
across the Willkie waist, in a picture 





taken on his trip to London, and tele- 
phoned the newspaper, asking that 
her suspicions be confirmed. 

The Sun proceeded to run down 
an old pal of Mr. Willkie’s, who re- 
vealed that somebody—he wouldn’t 
say who—gave Mr. Willkie both 
watch and chain for Christmas. “And 
man alive, what a gadget!” the old 
pal exclaimed. 

“As nearly as it can be put down 
on paper,” says the Sun, “it’s a com- 
bination watch, knife, nail file, front 
door key, kitchen aid and tool chest, 
all in one piece. The watch is at 
one end of this amazing hardware 
display, and Mr. Willkie gets so ex- 
cited about the other items that he 
forgets to wind it, so he’s probably 
right back where he started as re- 
gards to keeping an eye on the time.” 

From the Sun’s eloquent descrip- 
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tion we conclude that the Willkie 
time-piece stands in the forefront of 
all “novelty” watches. Too bad, 
though, it doesn’t wind auto 
matically. Now if somebody would 
only persuade Garbo to go in for 
jewelry... 
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HE Jewelry Industry Publicity 

Board, in New York, still gets 
a lot of mail addressed to the 
Jewelry Publicity Committee, which 
used to be its name. But last month 
the Post Office delivered a letter ad- 
dressed “Jewellry Industry, New 
York, U. S. A.” 

After the customary Dear Sir, the 
communication, written in pencil on 
a piece of lined notebook paper, said: 

“I have Noticed that the war 
brings Demant for Small Diamonds. 
As I have a Number of stones that I 
would sell would you let Me Now 
how Much could be paid for differnt 
carats, if they were cut, or maby 
yous would cut them & pay me so 
much. Would you let me Now what 
Deell we could make & I could Reg 
ister some to you hoping to hear 
from you by return Maill.” It was 
signed by a citizen of Nellie Lake. 
Ontario, Canada. 

Our French-Canadian friend, who 
may have a sack full of rock crystal 
instead of diamonds, is correct about 
the ““Demant for Small Diamonds.” 
Only trouble is that the jewelry 
world needs small cut stones, not 
rough, since small gems can’t be cut 
profitably in America. 

However, we're happy to do our 
part in conveying his message to the 
“Jewellry Industry, U. S. A.,” and 
we'll supply his name to interested 
parties upon request. 
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EWELRY store sales, last year, 

accounted for $9 out of every 
$1000 of total retail sales. In 1929, 
$11 out of each $1000 of total retail 
trade was received by jewelry stores. 
In the trough of the depression, this 
ratio had dropped to only $7, but 
recovered to $8 in 1938. 

Jewelers’ sales volume in 1940 was 
estimated last month by the Depart- 
ment of Commerce at $416,000,000, 
compared with $362,000,000 in 1939. 
The increase of 15 per cent was 
nearly double the 8.3 per cent in- 
crease for all kinds of retail busi- 
ness, and was greatly larger than the 
gains for drug stores (4.5 per cent), 
department stores (7 per cent), mail 
order catalog firms (4.5 per cent) 
and apparel stores (5 per cent). 
Only automobile and packaged liquor 
dealers averaged higher gains- than 
jewelers. 

Both last year and this year, 
jewelers are probably distributing 








more merchandise than they did in 
1929, because merchandise prices are 
considerably lower at present than 
they were 12 years ago. 

Here’s how each $1000 of total re- 
tail sales was probably spent last 
year: $233 in food stores, $152 with 
automobile dealers, $133 in depart- 
ment, variety, dry goods and mail or- 
der stores; $82 in eating and drink- 
ing places, $75 in apparel stores, $65 
with lumber, building and hardware 
dealers; $64 at filling stations, $42 

















in furniture and household stores, 
$36 in drug stores, $18 at general 
stores, with food, $15 at packaged 
goods liquor stores, $9 in jewelry 
stores, and $76 in various other es- 
tablishments. 


© © 


HAT pair of full-color adver- 

tisements which Hamilton 
Watch Co. placed before Christmas 
in eight magazines read by the 
higher-income brackets has won 
Advertising and Selling magazine’s 
medal award for technical excellence 
of copy. 

Headed “To Peggy—for marrying 
me in the first place” and “To Jim— 
for holding my hand tight the day 
we were married,’ the advertise- 
ments uncovered “amazing and re- 
freshing evidence that the public is 
ready with warm responsiveness to 
copy that is reasonable, believable 
and sincere. . . . The appeal in these 
two pieces of copy is, of course, emo- 
tional—glorifying all the impulses of 
a blissfully married couple that 
might express themselves in the hap- 
piest gift-giving season of the year.” 

The DeBeers Consolidated Mines, 
Ltd., and Associated Companies’ 
four-color advertising series in nine 
publications gained honorable men- 


tion from Advertising and Selling 
for technical excellence of visual 
presentation (layout, art, typog- 
raphy). 

In restoring to the diamond the 
elements of romance, dignity and 
prestige, the magazine said, “it was 
felt that art work should be con- 
tributed only by the world’s greatest 
living masters, recognized by mu- 
seums and collectors; that it should 
be contemporary in spirit and sup- 
plemented by every conceivable 
modern beauty of device in layout, 
type and arrangement.” 


© 


RTIFICIAL flowers, bought 
originally as store decorations, 
created so much comment that A. S. 
Pflueger, of Roanoke, Va., was prac- 
tically forced into stocking them for 
sale. 

Flowers are the first things that 
strike your eye at Pflueger’s, in five 
vases on top of counters on one side, 
three vases on the other side, and 
two vases adorning banister posts. 

“People comment on these flowers 
and the appearance of the store be- 
cause of the flowers,” explained Mr. 
Pflueger, ‘and we sell many without 
sales talk. It adds _ undeniable 
atmosphere to the store, and we don’t 











"Can you please tell me the time?" 
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have to push their sale. 
themselves. 

“People tell us, ‘Those are beau- 
tiful things, how much are they?’ 
We tell them that the prices are 
rather expensive, that we get them 
from California. If they comment 
about the price being too high, we 
tell them that the very fact that 
they attracted their attention shows 
that they are out of the ordinary. 

“Then we explain that we really 
buy them for display purposes sim- 
ply to dress up the windows and 
store, and that we are not particu- 
larly interested in selling them pri- 
marily. 

“This very psychology seems to sell 
them. If they think you are urging 
them to buy they are not much in- 
terested, but if they come to the con- 
clusion of buying of their own voli- 
tion, you can’t keep from selling 
them.” 


They sell 


© © 


_ a perfectly dead landing 
on a short flight of steps leading 
up and then around to the gift de- 
partment on the second floor, D. B. 
Ryland & Co., of Bristol, Va., had 
trouble getting customers to walk 
upstairs. 

They solved the problem by put- 
ting mirrors across the back of the 
landing and installing an array of 
brass goods—including candle sticks, 
candelabra, coal buckets, wood con- 
tainers, fireside sets, screens and 
irons—in front of the mirrors. 

While china and crystal are dis- 
played on the second floor, Ryland’s 
samples the line on the first floor in 
a front wall case, next to the sterling 
silver section, in order to interest 
brides in china and stemware to go 
with their silver. 


o © 


ATERPROOF watches should 

be precisely defined and un- 
dergo tests corresponding to prac- 
tical use, says the Journal Suisse 
d’Horlogerie. For a “waterproof” 
certificate, the magazine says, a 
watch should be plunged in water a 
number of times, under pressure for 
an hour, etc., and after these tests 
should not have leaked more than a 
milligram of water. 

“A criterion of this sort would 
protect the public, the watch re- 
tailer and the manufacturer,” the 
journal contended. 
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HAT could more truly typify the light-hearted 

gayety of spring, with its fresh colors and spar- 
kling raindrops, than the bright radiance of the captive 
rainbows of lovely gems? 

Jewelers’ windows in the weeks just ahead can fairly 
sing in harmony with the season and suggest the gift 
of a bit of spring itself, in imperishable form. 

Here are two splendid examples from Udall & Ballou, 
New York, who used them last April. Though beautiful 
and “different,” both are easy to construct and neither 
one requires “props” that are not readily available to 
most jewelers. 

The one at upper left is simple in the extreme. 
irregularly shaped velvet covered plateaus cover most of 
the floor. The two upper ones are green, the smaller 
being the pale tint of buds and the other the shade of 
new grass. The large plateau at the bottom is brown 


Three 
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In Tune 
With Spring 


to suggest freshly turned earth. Sprouting from the 
latter are pale green artificial shoots, with fresh natural 
spring flowers at left and rear. Spring rain is suggested 
by the silver wires at the right and the display card 
reads “April Showers of Jewels.” 

In the other window, brightly colored stuffed birds 
are perched on an artificial apple bough above a floor 
of pale green velvet. A small depression in the front 
center is lined with brown to suggest a piece of sod 
removed. A trowel stands at its edge, while one indus- 
trious bird leans over the edge to tug at a diamond brace- 
let “worm.” Gold bracelet “worms” are crawling from 
the overturned flower pot and a real potted hyacinth 
stands at the back. The display card reads “Jewel Song 
of Spring.” 

The windows drew crowds constantly and brought 
many actual buyers into the store. 


















30 Jewelers Tel] 
How Remodeling 
Affected Sales 


by J. RODMAN KEAGY 

















































Black structural glass is a favorite material for jewelry store 
fronts. A maximum of merchandise can be shown in this ar- 
rangement of the show windows of a Twin Falls, Idaho, store. 


Does modernization pay? 

“Our gross business is the best since the depression. 
The general increase is about ten per cent over the 
previous year,” says an Arkansas jeweler. 

“We felt the money was well spent,” replies a South 
Carolina jeweler who modernized at a cost of $15,000. 

“T am sure the improvement will pay for itself in a 
year’s time,” reports a New York State jeweler who 
erected a new front. 

“There is no doubt that it has increased my business,” 
answers an Illinois jeweler whose sales in six months 
after modernization averaged 25 per cent better than 
in the same period of the previous Year. 

“Business is approximately 50 per cent better than 
last year,’ says a New York State retailer who did a 
complete job of modernizing. 

“We are very happy with the job and believe it worth 
doing every five years. It puts new life in business,” 
advises a Connecticut credit jeweler. 

These sentiments give a mere indication of the satis- 
faction of a great number of retailer jewelers who have 


While it's no Fifth Avenue salon, Henri’s, in Littleton, Cal., is modernized their establishments, completely or in part, 
a fine example of what can be accomplished for so little. The in the past year 
modernization of this attractive store cost less than $600! . 3 


How much does it cost to modernize? 


Well, naturally, that all depends on how much your 
store needs modernizing; whether your front is obsolete 
or whether it can be altered; whether your store fixtures 
are hopelessly out-of-date or whether they can be refin- 
ished; whether you will be satisfied with your present 
lighting arrangement or if you want to catch up with 
the times and install fluorescent lighting; whether you’re 
satisfied with the present arrangement of the store, or 


This is the front of a whether you’d like to take advantage of the latest ideas 
Fifth Ave. shop but 


cities til Me allen. in merchandising; whether you want air-conditioning 

deen fenads ore or whether you can do without it; et cetera. 

easily adapted. The It’s pretty much a question, first, of how much you 

a aig can, economically, afford to spend, and then, whether 

urally into the vesti- you're just aiming to keep up with your neighbors or 

bule. The name in whether you’re intent on having the newest, smartest 

ee ha shop on the “main stem.” 

light through the While the average amount spent on modernization by 

fluted glass sections. 30 jewelers, covered in a survey made by this publica- 
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This interior of the 
Sam Fox Jewelry 
Co. store, Mans- 
field, O., is prob- 
ably as typical of 
modern-day Amer- 
ican jewelry stores as 
is to be found. Note 
the louvre lighting. 


tion, was better than $5,000, several of the retailers 
got very satisfactory results from expenditures of as 
little as $1,000. 

It should be noted that these stores were just aver- 
age, run-of-mine, jewelry stores, whose average sales 
volumes run to about $32,000 per year. 

One merchant spent $900 for a new lighting system 
and air-conditioning and at the end of three months 
his sales were 37 per cent better than they had been 
in the same period of the previous year. Another man 
who had spent only $900, for a new lighting system. 
new store fixtures and redecorations, noted a 25 per cent 
improvement three months after completion of the job. 


Is there much interruption to business? 

Surprisingly little. There was one jeweler who said 
his sales were down 50 per cent during the month that 
he made over his store, and a few who said they were off 
ten or even 20 per cent, but there were also several who 
actually increased their sales during alterations. One 
or two reported that the alterations attracted new 
business. Another retailer used clearance sales to hold 
up his volume while the changes were being made. 


Do operating costs rise? 


Of the jewelers contacted in making this survey about 
two said their operating expenses had gone up to every 
one who said his operating costs were less after modern 
izing. In most cases the increase was no more than $10 
per month, to cover the cost of additional electricity or 
rent on added floor space, and in no case was it greater 
than $1500 a year. 

On the other hand one jeweler cut his costs by $1,000 
and another important New York state store sliced ap- 

(Please turn to page 104) 
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A bright and shining treatment of the window problem by Royal 
Jewelers, Fargo, N. D. The shopper unconsciously gravitates to the door. 














An ideal arrangement for the long and narrow store 
is achieved by Paul Mueller, Inc., Bellingham, Wash. 
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Padded cardboard cut-out "Easter eggs" make appealing display fixtures 


Spring Displays 
Call for Bright. 
Light Colors 


by VIRGINIA DIXON 


| Spring—while the merchant’s fancy is, not so 
lightly, turned toward thoughts of parting the cus- 
tomer and his dollar—his wife is devoting herself to the 
ancient custom of spring housecleaning, or, in more 
modern parlance, re-decorating. 

It no doubt rarely occurs to the afore-mentioned mer- 
chant, in his hasty flight from home to avoid the flying 
dusters and paint brushes that this same custom might 
well be applied to his own problem. Just as spring 
housecleaning at home stimulates a fresh outlook, so 
too will a change in the appearance of your shop gain 
renewed interest and attention from customers and sales- 
people alike. 

There is little to be gained from window backgrounds 
and store decorations remaining the same, season in 
and season out. On the contrary, their attention value 
will be appreciably increased by a change from season 
to season. 

If the interior of your store is in need of a new paint 
job, don’t repaint in the same color. Select some quite 












Various silver pieces shown 
as flower - containers will 
interest your community's 
large army of garden-lovers. 


of 
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different color that will awaken the attention of all who 
enter to the fact that there has been a change. There 
is a subtle psychological effect to be gained here. The 
fact that you keep your store “well groomed” and fresh 
in appearance at all times suggests to the mind of the 
customer the idea that your business is run on the same 
basis—that your salespeople are on their toes, that your 
merchandise is up-to-the-minute, that your service is the 
best. 

As to your window displays, variety is even more im- 
portant here, since statistics show that three out of 
every four people passing your store will, on the aver- 
age, pass it every day. Of course you will change your 
displays frequently, but there is no reason why you 
can’t change your window backgrounds frequently, too, 
and gain that much more attention value. 

If your windows are so designed that you can change 
your background with each display change, that is fine. 
If this seems too costly for your budget, then plan semi- 
permanent backgrounds of some inexpensive material 
that you can change at least seasonally. Here color 
can play a most important role. Color is one of the 














and freshness, especially good for spring and summer. 
Blue also carries the suggestion of coolness and also 
distance and celestial qualities. Purple is, of course, 
the color of royalty. 

As far as material for these backgrounds goes, com- 
position board panels may always be used, either painted 
or covered with fabric. If paint is used, it should be 
a very careful spray job to give a finish flattering enough 
for silver and jewels. In fabrics, velvet and velveteen 
are good for fall and winter months, but silk or rayon 
taffetas, reps or crepes will be found more pleasing for 
spring and summer. 

Once you have a set of composition board panels cut 
to fit your window, it is very simple to have them re- 
painted or recovered from time to time. 

Some suggestions for Easter and Spring windows 
are shown in the accompanying sketches. For an Easter 
gift window, Easter eggs of various sizes are used to 
display jewelry pieces and carry the Easter gift sug- 
gestion. The “eggs” are made of flat cardboard cut-outs, 
some padded and covered with silk and the others either 
used to carry copy or painted with typical Easter egg 

















Cardboard butterflies covered with dress fabrics—clips and pins attached 


simplest and most effective ways of achieving a sem- 
blance of change. 

For your current windows, plan to use the bright, 
light colors of spring—apple green, coral, daffodil yel- 
low. As summer approaches change to the deeper, 
brighter tones of these colors—forest greens, sea blues 
and even reds. And so on around the calendar—dark 
reds, browns and yellows for fall; strong, warm colors 
and white for winter. 

In connection with individual jewelry displays it is 
interesting to note some of the meanings that have been 
given to colors. Pink suggests delicacy, daintiness and 
softness. Red is the exciting bold and fiery color; while 
its darker tone, maroon, suggests warmth, richness and 
luxury. Orange indicates optimism and cheer, while 
brown is the color of mellow age and sturdy, weather- 
beaten qualities. Green suggests coolness, tenderness 
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patterns. Jewelry pieces are clipped or pinned into 
the padding of the “egg.” A large “egg” in the center 
might display a complete set of jewelry. The copy 
would appear on the other half of this egg and a bow 
of ribbon would extend from it to the other groupings. 
Artificial spring flowers could be attractively clustered 
around this center unit. 

Spring and Easter both strongly suggest the use of 
flowers and the containers needed to show them to advan- 
tage. This idea suggested the window shown in the 
second sketch. Various types of silver pieces are shown 
a pitcher, a trophy cup, 
a vegetable dish, compote, tray or relish dish and even 
a liqueur decanter. 

Your local Garden Club members are always inter- 
ested in new and unusual ways of arranging flowers and 

(Please turn to page 96) 


used as flower containers ... 











Moonstones, set in two-tone gold with sapphire accents 





Fashion Says—“Jewels!”” 








by JUNE HAMILTON RHODES 


HE importance of jewelry for 1941 is even greater than last vear. It’s a suit 

year and suits in their simple tailored lines of this newer, slimmer fashion sug- 
gest and permit the use of all types of watch and lapel decorations—amilitary 
emblems, floral designs and new ideas in enamel and stones of multicolor. 

Necklaces, earrings and bracelets are worn with suits, and rings gain continu- 
ously in importance. 

The fashion of graduated clips—birds, boats, airplanes in three sizes worn on 
lapels of suits and coats and as hat decorations—is new. 

The use of hair pins, combs and hat pins is steadily growing and clips decorate 
turbans, pill boxes and calottes (cap like hats). 

The interest in floral jewelry does not abate. There is a new collection of wild 
flowers set in gold enamel and less precious gem stones, that is attracting much 
attention. A new idea and a very pretty one. The flowers are in natural size, but 
delicate and very real looking. 

The new craze for perfume and scents gives an added interest in litte vinaigrette 
boxes or enamel hearts of filigree and enamel in which a scented piece of cotton 
is carried. 

Large impressive gold link bracelets, earrings and necklaces are being worn. 

Identification tags for the boy and his sweetheart are sold in pairs. 

Shoe buckles are coming into fashion. Military belt buckles for men and women 
are important. Don’t forget to display all of the new military jewelry for men and 


for March, 1941 
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women with red, white and blue background, and Aviation, Navy and Army sugges- 
tions. 

Don't forget that defense money can and must go into silverware, plated and 
sterling. There will be thousands of new potential customers who need silver, glass 
and china. All of the men will need watches, all of their women who have coveted 
them for se long will want to buy them. 

Make your store a homey place for people who never went into a jewelry store 
before. And don’t sniff at a $50 diamond. The important thing is that a diamond 
ring was purchased, and make the boy and the girl feel how important it is because 
of the fact that any sized diamond is still a diamond. 

There is a nice new business to develop for every jewelry store, but remember 
you probably won't get more than 10 per cent rise in entire jewelry industry volume. 
So price your merchandise attractively and sell more. 

Have a fresh new stock ready for these people and let the word-of-mouth adver- 
tising get about that your store has fine merchandise within their price range. 

The Jewelry Industry Publicity Board is doing all it can for the consumer. It 
could do more with more of a backing by the industry. We must all get together 
to see to it that our share of this new purchasing dollar does not go to the 26 new 
items that have come into competition with us since 1914 to 1917. 

Attractive stock, attractively priced and a hospitable atmosphere for a new 
purchaser backed up by display and advertising will do the job. 


Gold filled or rolled gold plate makes a 
youthful jewel ensemble which is appropriate 
for afternoon or evening. In a two-tone fin- 
ish, the design is a rose and leaf pattern. 


Above, handsome pearl 
ensemble, equally smart 
with this tobacco brown 
afternoon dress, or with 
evening clothes. Note the 
dainty lily of the valley 
pin. Left, antique amber 
makes a smart accent for 
a pale blue wool suit. 
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The old contract—fearsome and verbose; 
and the new—short and straightforward 


hy DWIGHT G. BAIRD 


ag Ye Sallan’s Buy Peace-of-Mind Jewelry on Peace- Sallan’s *-peace-of-mind” credit 
of-Mind Credit’’ is the slogan being featured by eliminates non-essentials and 
Sallan, Inc., downtown Detroit jeweler, to acquaint the 
public with a new, short-form credit contract which this 
firm introduced late in November, 1940. 

The simplicity of this new contract, the printing, and 


wins customers’ full confidence 


the fact that the customer gets a copy of it at the time inspiring legal words and phrases from the standard 
he signs, are noteworthy advances in the field of credit contract form. The old form, for example, began with: 
jewelry merchandising, which, if widely adopted by ‘Agreement entered into at Detroit, Michigan, this... .. 
credit-granting retail businesses, might forestall the a er A. D. 194.. between SALLAN, Incorpo- 
threat of additional state legislation and bureaucratic rated, of Detroit, Michigan, as party of the first part, 
control of credit operations. eres party of the second part. Party of 
The new form consists of exactly 77 words; every the first part, for and in consideration of the sum of 
one of those words is printed in 14-point bold-face type, =. -------- dollars, to be to it duly paid, as hereinafter 
and there isn’t a single legal phrase in the contract. And provided, hereby agrees to sell to the party of the second 
yet, in substance, it is much the same contract as the part the following personal property:............... s 
one which it supersedes, which, in turn, was much the Whew! Compare that with the new form: “I hereby 

same as that used by credit jewelers throughout the purchase merchandise listed below.” 
country. The next paragraph of the old form read: “It is ex- 
The experienced credit jeweler will readily see, from pressly understood that the title and ownership of the 
the new and the old forms reproduced above, about half said property is and shall remain in first party, and that 
of their actual size, that the condensation was effected no title, ownership, or interest in said property shall 
chiefly by eliminating non-essential, confusing, and awe- vest in said second party under this agreement until the 
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entire purchase price herein mentioned is paid, and the 
terms of this agreement are fully performed by said 
second party.” 

“Title to said merchandise is to remain in you until 
the purchase price is fully paid,” reads the new form. 

Then there was a paragraph of more than 200 words 
in the old form concerning default, repossession, sale and 
transfer of merchandise, etc., which is summed up in a 
single sentence in the new form. 

Another long paragraph of the old form, pertaining 
chiefly to removal of the property from the county “or 
the domicile of second party as given in ‘Acquaintance 
Blank,’ at time of signing agreement, without the written 
consent of said first party,” is eliminated entirely, as 
are several shorter paragraphs. 

The new and old forms are the same in size, each 
being eight by five inches. Such being the case the old 
form was necessarily printed in fine type—and people 
are suspicious of fine type. Both are punched at one end 
for binding. 

The reverse side of both old and new forms are the 
same “acquaintance blank.” This is the usual form which 
provides spaces for entering the necessary information 
concerning the customer’s name, address, employment, 
marital status, references, other credit accounts, banking, 





Sallan's has seven talking 
points for its new credit 
plan, not the least of which 
is the fact that credit cus- 
tomers are given a copy of 
their purchase agreement. 


property, etc., together with spaces for entering a record 
of the transaction (articles purchased, stock number. 
cost, and selling price), amount of deposit, terms, and 
so on. 

The copy of the contract given the customer is iden- 
tical with that retained by the firm, with the exception 
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Sallan's corner location in downtown Detroit 


that the “acquaintance blank” form is not printed on . 
the back of the former. 

The contract having been signed, the credit manager | 
phones the Michigan Merchants’ Credit Bureau, and if 
the applicant’s credit standing is satisfactory, he may be 
allowed to take the merchandise with him immediately. 
He makes some down payment, of course, and this is 
posted in a record-of-payments book and on a standard 
“Y and E” file card at the same time on a standard 
machine. 

Nine features of the plan are listed in the firms’ ad- 
vertising. These are: “new short form agreement,’ “no 
confusing legal phrases, you know 
what you are signing,’ “take your purchase with you,” 
“one year to pay,’ “no interest or carrying charge,” 


9? 66€ 9? 66 


no small printing, 


“naturally, no payments when sick or out of work,” “and 
you get a copy of your agreement!” 
“We have merely simplified the old contract form 
for the sake of brevity, clarity, saving time, and inspir- 
ing customer confidence,’ William S. Shupe, credit 
manager, said. 
“People have been taught two fundamental principles 
concerning contracts; first, never to sign anything with- 
(Please turn to page 81) 


Use of the simplified credit form since last November 
has stimulated traffic and sales in the Sallan store 
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Quality Ads Build Quantity Sales 


Romance and beauty, or *“*terms” and *“*bargains’’—which really sway 


installment buyers of jewelry ? 


, DIAMOND is more than a piece of merchandise. 

A diamond is romance. A diamond is the realiza- 

tion of a life-long dream . . . and a promise for the 

future. A diamond is eternal beauty. And a diamond 
is social standing, too. 

Are these mere words and advertising phrases? No! 
They are important facts. Indeed, in your approach to 
the public they are the most important facts of all for 
the jeweler to bear in mind, because they are the motives 
that are really responsible for the purchase ever taking 
place at all. The so-called “hard-boiled merchant” who 
discounts or forgets those things is overlooking the most 
vital element in making a sale. They are the very basis 
of the entire jewelry business—diamonds, watches, 
jewelry, silverware and every other closely related 
group of merchandise depend on these human values. 

The firm of S. & N. Katz of Baltimore, one of Amer- 
ica’s outstandingly successful credit jewelers, has never 
forgotten these facts and to that policy attributes a large 
part of its highly successful history of more than 35 
years. The great section of the American public who 
buy diamonds, watches, and jewelry on weekly or 
monthly installments are not just looking for the cheap- 
est merchandise and the longest terms. No less than the 
more affluent who shop on Fifth Avenue, they do appre- 
ciate quality and style, and they do respond to clean, 
straightforward advertising and fair dealing. 

Useful as it is at certain times, the weapon of “low 
price” is a dangerous one if abused or over-used, for the 
continual advertising of very low-priced “‘leaders’”’ in the 
jewelry field can do and has done much harm in the 
depressing of price levels in jewelry sales, and in cheap- 
ening in the minds of the public the store whose sole 
appeal is price and terms. The public of any city which 
is continually bombarded by the advertising of diamond 
rings at such prices as $19.75 or $23.50 can hardly be 
blamed for thinking of those diamonds, and the store 
that advertises them, as “cheap stuff.” So it is that 
many jewelers who think to gain a temporary advan- 
tage by featuring “bargains” in jewelry really do them- 
selves irreparable damage in the end. 

This is a pitfall that S. & N. Katz has carefully 
avoided, and has profited thereby. Naturally, as good 
merchants, Katz prices are always competitive. But 
their advertising is aimed just as much at the buyer of 
a $75 or $100 diamond ring as to the man whose price 
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By Edward Prager 





| 




















One of the six Katz stores in Baltimore 


limit is $33.50. In all the advertising, the appeal is to 
the public’s ever-growing sense of style, to the demand 
for fine quality, to pride of possession. S. & N. Katz 
always bear in mind that the size of a man’s pocketbook 
is no guide to his standard of taste. The young man on 
a limited budget often has quality ideas just as high as 
those of a millionaire, and whether he has $50 or $500 to 
spend he wants the finest he can get for that money. 
Katz advertising makes the most of this fact by empha- 
sizing the fineness of Katz diamonds, the style and 
beauty of the mountings, and the quality of the jewelry, 
rather than its price. 

The same approach, the same merchandising, the same 
advertising appeal is applied to all of their lines of mer- 
chandise—watches, jewelry, silverware, electric goods 
and soon. The best known nationally-advertised brands 
are featured, because the store’s experience has proved 
that the leading nationally-advertised brands are a bul- 
wark of a sound jewelry business. The possible “longer 
profits” on unknown brands too often lead to high-pres- 
sure selling and possible customer dissatisfaction. 

S. & N. Katz always bear in mind that the vague but 


valuable element called “impression” is frequently more 
(Please turn to page 94) 
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Taking the Grief 
Out of Wateh Repairing 


ee HERE’S something wrong with my watch, it must 
need cleaning,” a prospective customer began. 
He planked the watch on the counter, and continued: 

“Tt’s a good watch, though, and there can’t be much 
the matter with it. How much will you charge to fiz it, 
and how long will it take?” 

Confronted with this question, a Milwaukee watch- 
maker, after looking at the movement through his loupe 
and seeing nothing especially wrong, replied, with not 
as much as a minute’s deliberation, “Oh, $3.50, and 
you'll have to leave it here for a week.” 

Some time later, the Milwaukee watchmaker grumbled 
to a friend in the trade that he had been paid only $3.50 
for a job on which he had had to spend $3.50 for parts 
alone, and which had required about $4 worth of labor. 
In other words, he had received only $3.50 for a job 
which should have paid something more than $7.50. 

This is a story which Fred M. Lund, a watchmaker 
at 31 N. State St., Chicago, tells frequently, because it 
illustrates some flaws in the business methods of watch- 
makers which he has endeavored to persuade the trade as 
a whole to overcome both as a former vice-president of 


Fred M. Lund and son Jack examine an 
estimate form before mailing it out. 
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Don’t let customers tell what’s wrong with 
watches; don’t guess how much jobs cost; 


don’t fear competition—says Fred M. Lund 


the Horological Institute of America and as vice-chair- 
man of the technical board of the United Horological 
Association of America. 

First of all, the luckless Milwaukee watchmaker had 
let the customer tell him what was the matter with the 
watch. Second, he had taken a guess at what labor and 
parts the watch would need, instead of putting his tech- 
nical skill to use and overhauling the watch scientifically. 
And, third, he quoted a price which was not determined 
by the cost of his service and materials, but by what he 
thought he would have to quote in order to get the job 
from the customer. When he found out what was really 
the matter with the watch after working with it, he had 
only two alternatives: (1) To do a poor job, dissatisfy 
the customer, probably keep away other prospective cus- 
tomers, and give his shop a “‘bad”’ name; or (2) to do a 
proper job and lose money. 

In contrast to this, Mr. Lund over a period of more 
than 45 years in the trade has generated a successful 
method of running a watchmaking business. He learned 
the trade from his father who was a watchmaker in Rock- 
ford, Ill., for 50 years. He first conceived and developed 
his idea while working in Spaulding’s—now Spaulding- 
Gorham, Inc.—exclusive Michigan Ave. retail store, 
where he was head of the watchmaking department for 
30 years, and where the business methods he introduced 
are still in operation. The success of his business meth- 
ods there and in his own shop, now established for 15 
years, should induce alert watchmakers throughout the 
country to adopt similar policies. 

When a watch comes in for the first time, Mr. Lund 
requires that it be left. He takes a three-section tag 
with a serial number, say “7290,” on each section of the 
tag. One section—the stub—is given to the customer. 
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The middle section is retained by Mr. Lund. On it he 
writes the name of the watchmaker to whom he is send- 
ing the job. The third section of the tag is tied tu the 
watch, and together they go to the watchmaker who 
scratches the number “L7290” on the watch. The prefix 
“L,”—standing for ‘“‘Lund’’—distinguishes this number 
from other numbers which may have been scratched on 
the inside of the watch. After a proper examination, the 
watchmaker writes the recommended repairs on the tag. 

The letters, “S.C.P.U.,” appearing on the stub of the 
tag which is given to the customer stand for “strap,” 
“cord,” “pocket,” and “utility.” Mr. Lund punches one 
of these classifications when the stub is given to the 
customer. When the watch is called for, he can tell then 
at a glance what type of time-piece to look for. 

When Mr. Lund receives the tag with this information 
from the watchmaker, an estimate form is sent to the cus- 
tomer on which are listed what is wrong with the watch. 
what repairs would have to be made, and what new 
parts are required to put the watch in condition, and the 
price. If “botch’” work has been done on the watch, 
Mr. Lund frankly tells the customer about it. This esti- 
mate form is then a contract. Mr. Lund then files the 
estimate form and gives the work to the watchmaker to 
perform. 

When the work has been completed and the customer 
has taken his watch, the tag with the number “7290” 
is filed with its serial order. Should this watch, after a 
lapse of several years, be brought back again for repairs, 
Mr. Lund, noting the number “L7290” scratched on the 
watch would refer to the tag file and could tell immedi- 
ately the previous history of the piece, thus saving much 
time and labor. These watch tags are so small (about 
1 by 2 in.) that by using them it is possible to keep 
records dating back many years in a small amount of 
drawer space. 


by KATHERINE E. JOHNSEN 


A practical tag. The 
customer holds the 
stub. Lund inscribes 
the name of the 
watchmaker to whom 
he sends the watch 
on the middle sec- 
tion and files this 
record. The watch- 
maker writes what re- 
pairs are needed on 
the third part, which 
is tied to the watch. 
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Lund sends each repair cus- 
tomer’ a form letter which 
defines what repairs are 
needed and what the job 
will cost. Less than one per 
cent of his customers fail to 
sign and return the form, 
thus authorizing Lund to 
proceed "under a contract.” 
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The other file, which Mr. Lund keeps, contains over 
48,000 of the accepted estimate forms, dating back to 
1925, the year he went into business for himself. This 
averages 3200 repair jobs a year, or over 60 a week. 
Most of the estimates for watches range from $7.50 to 
$25. For more intricate time pieces, such as stop- 
watches, though, the estimates are higher. 

“In my 15 years in business, not as many as one esti- 
mate in 100 has been turned down,” Mr. Lund states, 
“because people are willing to pay for a ‘quality’ service 
when they know that’s what they are getting. 

“If the cost of repairs is too high, considering the 
value of the watch,’ Mr. Lund continues, “we recom- 
mend that the customer buy a new watch rather than 
have the repair made. But more often than once we 
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have been surprised to have customers insist that the 
necessary repairs be made, even after such a suggestion 


_—probably because the watch has some sentiment at- 


tached to it.” 

“Quality” is the keynote to Mr. Lund’s method of 
doing business. The watchmaker is selling his service. 
If he uses his technical skill to perform a fine piece of 

(Please turn to page 96) 
























IDEAS... 




















ASTER IS COMING. April 13, in fact. Here’s a 

way to bring the joy of the season right into your 
store without cost. Invite each of your local florists to 
decorate a different table with a special theme. They 
will be happy to develop original and appropriate floral 
pieces in return for a notice on the table crediting the 
flowers to the contributing shop. You can, then, advertise 
your flower and table show of the newest holiday 
settings. = @ 


FEATURE A WINDOW of gifts for the Easter 
bride. Present all the possibilities for wedding presents 
with a streamer tastefully lettered, “Wedding Proposals 
for the Bride.” 

* * * 

IF YOU FEEL the need of a touch of humor to move 
some of your slow accessory pieces, try this idea in 
March or April. Suspend necklaces, bracelets, rings, 
pins, clips from the top of your window at different 
intervals on invisible wires and say of the promotion, 
“It’s Raining Jewelry Accessories.” 

* * * 

ARE YOU REMEMBERING that daylight is important to 
diamond sales? People are often suspicious of artificial 
light, so be sure to have a special light made for the 
purpose or easy access to nature-provided brand of clear 
light. * * 


BOTHERED BY A wall space that is an eye-sore? Dress 
it up with interesting merchandise. Select your most 
sparkling and delicate wine or water glasses. Wind a 
wide ribbon about each and tack up in diagonal rows. 
Your customers will be intrigued with glasses in this 
unusual position and role. 

* * * 


, 


SINCE THE TREND is toward “sets” in jewelry, alert 
merchandisers will be interested in a new two-some en- 
couraged by the fashionists. The latest successful mating 
is the link bracelet and the link belt. 

* * * 


“FASHION FUTURES’ —New York’s bid for style su- 
premacy—authorized the growing importance of cravats 
and stickpins for feminine suit seasoning. It’s a simple 
matter to show a window-full of various types of cravats 
with heirloom or new types of stickpins from 94c to 
$44. The fashion will help renew the male interest in 
this bit of jewelry, so get in on the impetus early! 


* * * 


HELP To make the new employe feel at home! Ap- 
point a gracious member of your staff as the newcomer’s 
“sponsor” to answer questions, show the various depart- 
ments of the store, point out when and where pay is 
received, good eating places in the neighborhood, etc. 
Such little courtesies help to orient the new worker and 
to make him feel a devotion and interest in your business 
as well as to help him get his bearings and be a produc- 
tive worker that much sooner. Another way to make the 
new employe welcome is to send a personal letter from 
the president of the company, explaining special priv- 
ileges to which he, too, is entitled—such as participating 
in insurance plans, etc. 
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WATCH BRACELETS... 
WALDEMAR CHAINS...MEN’S JEWELRY I 


Three complete lines — and so many new, individual designs for 
1941 that you can meet every style preference with a Hadley! 
- - - With the same jewelry store quality standards .. . the 


same prompt service and deliveries . . . the same rigid policy 


of selling through jewelers and jewelers only that have made 
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Hadley a top profit line for 28 years. Ask your Author 
for March 


Hadley distributor to show you all three 
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RESS accessories! In the department store that 

means hats, bags, shoes, and all the other things 
that go with a woman’s dress or suit. Elsewhere, accord- 
ing to general acceptance, the term means costume jew- 
elry. Originally a department store type of merchandise 
where it found a wide market when offered in conjunc- 
tion with small apparel items, this popular-priced type of 
jewelry once seemed-to retail jewelers as something of 
a problem. 

Boyson Jewelry Co., of Long Beach, Cal., solved the 
problem to their own satisfaction by accepting it, making 
it show a profit as an individual department, and using 
it as a stimulus for increasing business in the other lines. 
Dayton Boyson, partner in the business and, inciden- 
tally, president of the Harbour District Retail Jewelers 
Association, has been responsible for most of the work 
with costume jewelry, and these are his findings after 
some three or four years of selling such pieces in a price 
range from 50 cents to $5. More recently the top has 
been raised to $15. 

Jewelers did not start the demand for costume 
jewelry, Boyson points out, and they will not end it; he 
feels it likely that the market will continue until man- 
ufacturers have something else to offer in its place, and 
women accept it. Thus there is little the jeweler can do 
about it, except to accept it, or reject it. 

Boyson accepted it, slowly, in a small way, not think- 
ing much would come of it except perhaps a crop of 
headaches. Department store success had little or no 
influence on his decision. Better jewelry had not been 














Boyson Profits with Costume Bewelry 


By ROBERT A. LATIMER 


selling very well at the time, and it was felt that some- 
thing had to be done to build up volume. Surprisingly, 
headaches proved to be few, profits turned out to be 
pleasantly surprising. While it took nearly as much 
time and effort on the part of the sales person to produce 
an average unit of sale of somewhere between $1.50 and 
$1.75 as to sell a more expensive item, the rapid turnover 
of costume jewelry—sometimes as fast as 24 hours or 
less—and the comparatively nominal investment re- 
quired, fully offset that disadvantage. 

Boyson’s checking has revealed that most customers 
much prefer to buy costume jewelry in a jewelry store, 
particularly when the purchase is intended to be a gift. 
During the Christmas season, about 75 per cent are 
gifts; at others, 10 to 20. The prestige carried by a 
gift in a jeweler’s box is, of course, the reason for this 
preference, and therefore Boyson warns of the need for 
establishing a minimum figure at which a gift box will 
be included in the purchase price, and sticking to it. Not 
only does the jeweler’s name on the box supply the 
desired mark of distinction, but it acts as worthwhile and 
inexpensive advertising. And, he reminds, the box 
should be new, clean, and preferably cotton-lined. 

This preference of customers for the jewelry store as 
the source for costume jewelry has built a marked 


increase in traffic in Boyson’s store; similarly, bud vases, 
(Please turn to page 80) 






Experience with this case of costume 
jewelry, priced from 50 cents to $15, 
has convinced Dayton Boyson that gift 
buyers prefer buying costume jewelry 
from a jewelry store, instead of a de- 
partment store, because of the jewel- 
er's prestige. Traffic built by costume 
jewelry gives a psychological lift to 
the store, besides winning new profits. 
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New, Sensational RONSON Leader 


PAL 


LOWEST PRICED 
LIGHTER AND CIGARETTE 
CASE COMBINATION 
IN RONSON HISTORY 


To retail at $ D 


Stunning, modern streamlined genuine RONSON 
lighter and cigarette case combination, in gold- 
colored, through-and-through alloy, handsomely 
decorated, richly polished. Monogram shield. 
Enclosed action. Holds ten cigarettes. Liberal 
fuel supply. Curved to conform with pocket. 
Slim for handbag. 





The new RONSON PAL will open up for you a huge extra market—men and women 
who have only $5 to spend and who demand a RoNsoNn or nothing. PAL, featured 
as a leader, will supply you with a steady stream of store traffic. Many of these 
prospects will buy higher priced Ronsons but Pat will help bring them in. ¢ And 
PAL is a “natural” for men in the Army and Navy. Whether through self-purchase 
or as gifts. e Your RONSON jobber is now showing samples. Get your order in 
early. Be sure to order liberally. ¢ Display pat in your windows and counter 
cases. Feature it in your ads. Include pat folders in your mailings. It’s big news 
to smokers and gift seekers. * Write for FREE PAL folders, for FREE PAL adver- 
tising mat service and for FREE PAL display materials. 


TRADE MARK REGISTERED 


ONSON 


WORLD'S GREATEST LIGHTER 





Keep RONSON customers See complete, exciting RONSON lines through your jobber or at See the Ronson Exhibit at 
satisfied by selling only these permanent display rooms— New York: 347 Fifth Ave. « Parker House Gift Show— 
genuine RONSON fuel, Chicago: 36 South State St. « Los Angeles: 728 South Flower Suite 342 at the Parker 
igniters and wicks. Satis- St. © ART METAL WORKS INC., Offices and Factory: Aronson Sq., House, Boston, Massa- 
fied RONSON users send Newark, N. J. » Canada: Dominion Art Metal Works, Ltd., chusetts, March 10 to 
others to your store. Toronto « England: Ronson Products, Ltd., London, W. C. 2. March 14. 


U. S. Pats. Re 19,023—1,986,754; Canadian Pat. Nos. 288,148 -289,889- 349,108: British Pat. Nos. 291,695- 435,667; Other Pats. and Pats. Pending 


STARTING APRIL 11, TUNE-IN EVERY FRIDAY EVENING ON RONSON NEWSCAST BY 
PAUL SULLIVAN—CBS COAST-TO-COAST NETWORK. TELL YOUR CUSTOMERS ALSO. 


WATCH FOR RONSON ADS IN LIFE, LADIES’ HOME JOURNAL, HOUSE & GARDEN, HARPER’S BAZAAR, BRIDES, ETC. 
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a portiolio of spring designs 


by GEORGE R. FEARN 


1, Wide bracelet with leaves and tendrils executed 
in green and yellow gold. Colored stone beads in- 
dicate berries. 


2, Pierrot, the clown, makes a jolly hat brooch. 
His peaked cap and blouse call for red enamel: 
his face, neck frill and pantaloons for yellow gold. 
The wheel, too, is yellow gold. Diamonds enliven 
the costume. 


3, Three circles of red gold are the basis for 
this interesting modern-abstract brooch. Graceful 
bands of yellow gold are foliated among the circles 
and are decorated with diamond melee. 


4, Sympathy for China has aroused interest not 
only in jewelry imported from China but also in 
American jewelry with a Chinese theme. Here 
a pair of mandarins, done in two-tone gold and 
melee, form an ingenious clip-brooch. 


5, “Knotted” yellow gold finger ring, with dia- 
monds appearing to be the two ends of the “cord.” 


6, Contour-conforming clip earring, combining 
melee and faney-cut diamonds with platinum. 
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Timely as a lily for Easter. Mikimoto Cultivated Pearls will give added chic to 
thousands of new ensembles this spring. They're versatile! Suitable for sports wear. 
informal dress or evening wear. Made up in rings. single, double and triple strand 
necklaces and bracelets—variety enough for every occasion. For complete customer 
satisfaction and bigger profits advertise, display and recommend Mikimoto Cultivated 
Pearls—the Finest Pearls Cultivated. 


If a visit to one of our offices is not convenient, we invite your inquiry by mail. 


h. MIHIMOTO, Ine. 


630 Fifth Ave., New York 
55 E. Washington St., Chicago 209 Post St., San Francisco 
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A GLOSSARY OF TRADE TERMS 


This is the fourth installment of a 
comprehensive dictionary of trade 
and technical terms used in the 
jewelry industry. Succeeding sec- 
tions will be published every month 
in these pages. It will be useful to 
preserve a file of the numbers con- 
taining the various installments. 








bascine (bah-seen’). The form of joint 
between the center and the back or 
bezel of a watch case in which the 
joint when closed is invisible, with- 
out a ridge or bead. 

base. The bottom or lowest member 
of a utensil, that upon which it 
stands unless there are balls or 
feet. 

base metal. Any non-precious metal. 


basket mounting. A type of ring 
mounting in which 
the stone setting is 
surrounded with fili- 
gree work. 


bascule (bass-kule’). 
Describes the 
French form of 
chronometer escape- 
men with a pivoted 
arbor and spiral 
spring to mount and 
operate the detent, instead of the 
English form with a one piece 
spring to perform the same func- 
tions. 

bas-relief (bah’ree-leef”). A form of 
decoration in which the figures or 
design are raised only slightly 
from the background. 

bastard amber. A cloudy amber. See 
BONY AMBER, BLUE AMBER, AMBER. 


bastite (bass-tite’). A variety of 
greenish serpentine with a patchy 
mother-of-pearl luster. It is used 
in small art objects. The luster 
comes from the coarse crystal 
grains of original mineral bronzite, 
which has been altered to the ser- 
pentine. See SCHILLER SPAR, VERDE 
DE CORSICA, CALIFORNIA CAT’S-EYE. 

batata roxa. Brazilian name for the 
brownish-violet colored tourmaline 
which is usually called rose in the 
trade. 


bat’s wing fluting. An ornament pro- 





Basket 
Mounting 


duced by imitating the outline of 
a bat’s wing. Graduated curves 
repeated in sequence around a 
piece of silver. 

Bavarian quartz cat’s-eye. Cabochon- 
cut quartz with green parallel ser- 
pentine asbestos inclusion, from 
Treseburg, Harz. (not in Bavaria). 

bdellium (dell’i-um). Biblical name, 
said to be for opal (Gen. 2,12). 

beading. 1. A variety of gem-stone 
setting in which the 
clamps over the edge 
of the stone are 
formed by pressing 
into the metal a 
punch which has a 
hemispherical hol- 
low, which forms the 
bead. 2. A detail of ornament on 
jewelry, watch cases, etc., con- 
sisting of a row of hemispherical 
beads pressed into the metal. 

beaker. A drinking vessel of the 17th 
century, of capacious form, cylin- 
drical in shape, with a flat bottom 
or moulded base, without handles 
or spout. It was usually plain with 
straight sides, and slightly flared 
at the lip, tumbler shape. It was 
the ancestor of the tumbler. 

bearings. 1. Holes in the framework 
of a timepiece movement in which 
pivots run. The bearings of pivots 
which run at the greater speeds, in 
good watches, are jeweled to re- 
duce friction and wear. 2. The 
groove or shoulder in which a stone 
is fitted in a piece of jewelry. 

beat. 1. “Out of beat” is a condition 
in which a balance or pendulum 
has uneven extent of motion on the 
two sides of its line of centers, 
which is indicated by the uneven 
sound of the beats. When this is 
corrected, the balance or pendulum 
is said to be “in beat”. 2. Beats 
per hour, or “the train” of a watch, 
is the number of impulses given to 
the balance per hour by the escape- 
ment, such as 21,600, 19,800, 18,000, 
16,200, ete. This number is fixed 
by the total gear ratio of the train 
between center wheel and escape 
wheel, inclusive, and must be 
matched by the beat-number of the 
balance assembly. 

becearite (bek’ka-rite). An optically 
abnormal olive-green zircon, found 
in Ceylon. 








Beading 


64 








beckerite. A variety of amber without 
commercial value. 

beef-blood ruby. Said to be a name for 
a color grade of ruby, of deeper 
red than the pigeon-blood. 

beekite. An agatized coral in which 
the white coral skeleton stands out 
on a flesh-red background. Found 
near Aden and elsewhere. Errone- 
ously called beckite. 

belcher. A type of ring mounting 
with the setting 
claws formed in the 
shank of the ring. 

bell-metal. An alloy of 
copper and tin, a 
variety of bronze, 
which is one of the 
best materials for laps for polish- 
ing staffs, pivots, etc., used with 
diamantine, rouge, etc. 

bell pearl. Bell-shaped pearl. 

belomorite. A variety of moonstone 
found in northern Russia near the 
White Sea. 

Bengal amethyst. Misnomer for purple 
sapphire. 

benitoite (be-nee’to-ite). A barium 
titanium silicate. It is blue in color 
and resembles a sapphire, but is 
much softer (6% in hardness) and 
shows, in the dichroscope, a strong 
color contrast, blue and white. It 
is found only in San Benito county, 
California, hence the name. It is 
an attractive but little used gem, 
and if more common would un- 
doubtedly be more popular. An ex- 
pert can recognize this gem by a 
violet color almost always to be 
seen in the reflections near the 
girdle. 

benzene. A liquid used for same pur- 
poses as benzine; it is a product 
of coal tar. Also called benzol. 

henzine. A liquid used for cleaning 
thickened oil and dirt from watches 
and clocks; also in gas generators 
to produce flame for heat-treating 
steel, soldering, etc. Benzine is a 
product of distillation of crude 
petroleum. 

berkeyite. A variety of clear lazulite 
found in Brazil. 

hernstein (burn-stine’). German name 
for amber, referring to the manner 
in which it can be set afire. Liter- 
ally “burning rock.” 

beryl (bear’il). An important mineral, 
the ore of beryllium and one which 

(Please turn to page 66) 
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The Diamond Campaign Strikes Home! 





Iw every namuet and major city in the country the beautiful diamond 


advertising and publicity spark new interest for local diamond dealers. 
Sales are being made . . . in your town . . . your sales if you identify your 
store with the national campaign by tying in. | 
Cleverly designed dealer mats have been prepared for use in your 
local paper telling your prospects about your diamonds. The low cost 
of $10 brings you the set of 24 advertisements — dramatic art work 
and copy reflecting the beauty of the national campaign and the 


precious gem itself. 


Order from your Diamond Promotion Portfolio, or direct, enclosing 
check, from The Reuben H. Donnelley Corp., 305 East 45th Street, New 
York. De Beers Consolidated Mines, Ltd., and Associated Companies. 


IN ONE MONTH: 3300 News Stories in 1760 Towns in 48 States 
. . . 11,152,238 Advertising Messages Selling Diamonds for You! 
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has several gem representatives. It 
is a beryllium aluminum silicate. 
which crystallizes in six-sided 
prisms. The gem varieties all have 
special names, such as emerald, 
aquamarine, morganite, golden 
beryl, heliodor, vorobievite and 
goshenite. See BIXBITE, AEROIDES, 
CHRYSOBERYLLUS, ‘| CHRYSOLITE, 
CHRYSOLITHUS, HYACINTHOZONTES, 
AMETHYST-BASALTINE, DAVIDSONITE, 
AQUAMARINE-CHRYSOLITE. It comes 
in many colors and shades, has a 
hardness of about 8 and, except 
emerald,. is a durable stone. It is 
rather low in refractive power and 
consequently depends for its beauty 
upon color rather than fire. 

beryl cat’s-eye. A variety of beryl 
which contains the parallel inclu- 
sions which create the cat’s eye ef- 
fect in a finished cabochon gem. 
See CAT’S-EYE, ASTERISM. 

berylite. A trade-name applied to 
synthetic rose spinel, colored with 
chromium oxide. 

beryllium (be-rill’i-um). An elemental 
metal, used as an alloy in metals 
for various uses in horology and 
jewelry work. b. glass: A glass 
containing beryllium and_ essen- 
tially the same in composition as 
true beryl. Being a glass, it lacks, 
among other things, the dichroism 
characteristic of the genuine mate- 
rial. So-called synthetic emerald 
is often of this material, it is col- 
ored by chromium; blue beryllium 
glass is colored by cobalt and rose 
by didymium. 

beryllonite (be-rill’o-nite). A sodium 
beryllium phosphate found in 
Maine. The colorless crystals are 
sometimes cut as a gem for col- 
lectors. 

berylloscope (be-rill’o-scope). A filter 
for viewing gems to aid in their 
determination. See CHELSEA FILTER, 
DETECTOSCOPE, etc. 

beryl triplet. See AQUAMARINE TRIPLET. 

bevel cut. Stones with a large table 
and the edges bevel- 
ed by a single facet; wf 
the bottom may be a 
cut normally. 


bevel gears. Pairs of 
pinions with leaves 
at angles to transmit power at a 
right angle; for example, in stem- 
winding work in watches. 

bezel (bezz’el). 1. The upper part of 
a gem, the crown facets, namely 
those above the girdle. Also spelled 
bezeel, and bizel. 2. A continuous 
groove of a form to fit a stone in 
a piece of jewelry, with metal at 
top of groove burnished over edge 
of stone to form a setting. 3. The 
grooved ring forming part of a 
watch case, around the dial, into 
which the watch crystal is fitted. 
4. In silver hollowware, the pro- 
jecting flange or lip inside a cover 


Bevel 
Cut 


or lid fitting the latter to the body 
of the vessel proper. 

biggin. A type of an early English 
coffee pot, usually with no spout 
but instead a pouring lip. It fre- 
quently had, just inside the lid, 
a lodgment for the wire on which 
the straining bag was hung. Usu- 
ally found on a low stand. 

bimetallic balance. A compensating 
balance, with laminated rim made 
of brass outside and steel inside. 

binding wire. The soft iron wire used 
for binding together parts of 
jewelry etc., while being soldered. 

bird’s eyes. American fresh-water 
pearl term for slightly imperfect 
pearls. 

bird’s eye quartz. A colored jasper 
containing colorless quartz spher- 
ules. 

birefringence (bye’ree-frin”gence). A 
technical word for the separation 
by a doubly refracting crystallized 
substance of single rays of light 
which have been broken into two 
rays and made to vibrate in two 
planes at right angles to each 
other, moving at different speeds. 
The amount of separation may be 
great or small, but in only a few 
cases, such as peridot and zircon, 
is it sufficiently strong to be visible 
to the naked eye. When pro- 
nounced, as in those gems, a doub- 
ling of the edges of the back facets, 
as seen through the table, is easily 
recognizable; if weak it may often, 
in colored stones, be detected in a 
dichroscope, which separates the 
two rays and shows their color 
differences. 

birne. German word for pear which 
has been applied, because of their 
shape, to the fused masses of syn- 
thetic sapphire and spinel made 
in the oxyhydrogen flame. Boule is 
the French equivalent. 

birthstones. Stones which have been 
selected as appropriate for wear 
by persons born in the respective 
months. The following list was 
adopted in 1912 by the American 
National Retail Jewelers Associa- 
tion: Jan., garnet; Feb., amethyst, 
March, bloodstone (alternate, aqua- 
marine); April, diamond; May, 
emerald; June, pearl (alternate, 
moonstone) ; July, ruby; Aug., sar- 
donyx (alternate, peridot); Sept., 
sapphire; Oct.. opal (alternate, 
tourmaline); Nov., topaz (alter- 
nate, citrine); Dec., turquoise (al- 
ternate, lapis lazuli). 

biseau cut (bee-soe’). See BEVEL CUT. 

bishop’s stone. Amethyst. probably 
without reference to the ancient 
belief in its efficacy as a preventa- 
tive of intoxication. 

bismuth. An elemental metal, much 
used in alloying solders to produce 
a solder that will melt at extraor- 
dinarily low degrees of heat. 

bit. The seconds-bit in an enamel 
watch dial is the circle of enamel 
soldered or cemented in the main 
dial and forming the second-dial. 


The center-bit in a “double-sunk” ‘ 
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dial is the piece cemented or sgol- 
dered inside the hour-circle and 
forming the center of the dial, 

bitellos. Brazilian term for large di- 
amonds. 

biting-in. A term used in etching to 
describe the action of acids on 
metals such as copper, silver or 
steel, on those parts which are not 
covered with a resisting substance, 
See ETCHING. 

bixbite. A non-gem form of beryl 
found in small raspberry-red crys- 
tals with topaz in Utah. Larger, 
but apparently identical crystals 
have recently been found in Mex- 
ico. 

black amber. Erroneous name for jet. 

black coral. A black coral-like sub- 
stance, but distinct from precious 
coral. Divided again into true and 
false black corals depending upon 
the animal responsible for its for- 
mation. The luster is horny to 
pitchy, the hardness 2.5 to 3, and 
the color ranges from dark brown 
to deep black, but rarely is light 
brown to pale yellow. Comes from 
Malay Archipelago, the Red Sea, 
and a little in Bermuda and the 
Mediterranean. It is used in art 
objects, beads, bracelets, knife han- 
dles, etc., especially in the Orient. 
See ACCARBAAR. 

black diamond. A term used for truly 
black diamonds, for carbonado, 
and erroneously, for hematite. 

black opal. A precious opal of a dark 
hue, blue, gray or black (red to 
gray-brown in transmitted light), 
in which the color play stands out. 
See PRECIOUS OPAL, OPAL. 

black polish. The ideal polish for 
steel parts of watches, produced by 
flat-lapping or by hand or rotary 
laps in lathe work. The term black 
originated several centuries ago, 
suggested by the impalpable char- 
acter of the appearance of this fin- 
ish. 

blind watch. A watch for use of blind 
persons, usually with small metal 
knobs in place of numerals on the 
dial, and with extra heavy stiff 
hands, with which time is told by 
touching dial and hands with the 
fingers. 

blister pearl. A one-sided pearl at- 
tached to the shell, not a true free 
pearl. 

bloc. Large cleavage fragment of 
diamond. 

blood coral. Name applied to precious 
red coral. 

blood enamel. An ancient imitation 
of coral. 

bloodjasper. Heliotrope or bloodstone. 

bloodstone. Same as heliotrope, but 
also formerly used as a name for 
hematite. 

blower. A mechanical generator of 
compressed air, either of bellows 
or rotary pump type, for supply- 
ing a blast-flame for heat-treating 
metals in horology or jewelry 
work. 

(Please turn to page 68) 
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blowpipe. A small mouth-pipe for 
blowing a blast-flame for harden- 
ing steel, soldering, etc. 

blue amber. Trade-name for light-col- 
ored, highly valued bastard amber, 
with something of the bluish color 
of diluted milk. 

blue chalcedony. Chalcedony which is 
naturally, or artificially, blue in 
color. The naturally blue is some- 
what dull and gray, fairly well- 
colored pieces are known in the 
Siebenbiirgen and the Mojave Des- 
ert. Probably most blue chalcedony 
is dyed. It is wrongly called 
sapphirine, and there is danger of 
confusing it with the rare gem 
mineral of the same name. See 
BLUE MOONSTONE. 

blue chrysoprase. Said to be a chal- 
cedony stained with chrysocolla, 
and probably identical with azure 
chalcedony. 

blue earth. The name given to the 
gray-green sand bed in East Prus- 
sia near the shores of the Baltic 
in which amber occurs. The bed is 
between 12 and 18 feet thick and 
is mined at Palmnicken, where it 
lies about 140 feet below the sur- 
face. It only outerops below sea 
level and storm waves wash out 
the light amber and cast it on the 
shore. 

blue gold. An alloy of light blue color, 
usually composed of iron and gold. 

blue ground. The fresh rock of the 
diamond pipes, in which the di- 
amonds occur. 

blue jasper. A dyed fine-grained 
quartz reck sold under the name of 
Swiss lapis. 

blue John. A _ banded variety of 
fluorite, used in carved art objects, 
coming from Cumberland, England. 

blue moonstone. Name given to blue 
chalcedony. 

blue opal. Misleading name said to be 
applied to lazulite. 

blue pearl. Pearls which look dark 
because they have a large dark 
core or layer of conchiolin, near 
the surface. Conchiolin is the nitro- 
genous organic substance which 
serves as a basis for shells. Said 
to be also a trade name for pearls 
with clay or mud in them. 

blue spar. Lazulite. 

bluestone. A name sometimes given 
to water-of-Ayr stone, used as a 
lap for flattening brass, gold, etc., 
made into watch or clock parts, 
prior to polishing or other finishing 
operations. This term should not 
be confused with bluestone mean- 
ing sulphate of copper or blue vit- 
riol. 

blue white. Term, often misused, to 
describe the color of a diamond. 
As frequently abused, it includes 
anything from a Jager to a Silver 
Cape, since bluish glints in dis- 
persed light tend to counterbalance 
the body color of all grades except 


Capes and Yellows. Properly used, 
blue white should be applied only 
to diamonds which show no color 
or trace of color, in the body, ex- 
cept blue or bluish, when the di- 
amond is viewed through the girdle 
(edgewise) over white paper. How- 
ever, since there is no infallible 
method or standard for determin- 
ing the color, Better Business 
Bureaus recommend avoiding the 
use of the term. 

bluing. One of the colors resulting 
from slowly heating hardened steel. 
The colors form yellow, brown, 
purple, and finally blue. Besides 
bluing steel for tempering its 
working qualities, it is also done 
to obtain a pleasing color on watch 
parts, screws, springs, etc. 

boakite. Local Nevada name for a 
naturally shattered and recemented 
green and red jasper. 

beart. See BORT. 

bob. The weight on the lower end of 
a rod, both together 
forming a pendulum 
for a clock. 

bobbing. Sand bobbing 
is a process used for 
polishing soft met- 
als and removing 
scratches, pit marks 
and other imperfec- 
tions without drag- Bob 
ging the metal. 

Bobrowka garnet (Bob-row’ka). De- 
mantoid garnet, from the name of 
a brook in the Urals along which 
they were found in gold panning 
operations. 

bocco de fogo. Brazilian name for 
tourmaline with a pink center and 
a green margin, commonly known 
as watermelon tourmaline. 

Bohemian chrysolite. Moldavite. 

Bohemian diamond. Rock crystal vari- 
ety of quartz. 

Bohemian garnet. 
garnet. 

Bohemian glass. Potash lime glass 
used in some imitation gems. 

Bohemian ruby. Misnomer for rose 
quartz. 

Bohemian topaz. Misnomer for citrine 
quartz. 

boke. Japanese name for pale rose- 
colored coral. 

Boley gauge. A Vernier slide gauge 





Dark red pyrope 





Boley Gauge 


of light construction convenient for 
use by watchmakers. 

Bombay pearl. Arabian or Red Sea 
pearl, commonly marketed through 
Bombay. 

bonamite (boe’na-mite). Misleading 
trade name applied by one firm to 
the blue-green smithsonite from 
Magdelena, N. M. 
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bonbonniére (bon’bo-nyair’). A fancy 
box for sweetmeats or candy. 

bone turquoise. A substitute for tur. 
quoise, composed of bone, teeth or 
ivory, naturally or artificially 
tinted blue. See ODONTOLITE. 

bony amber. A variety of opaque 
amber resembling ivory or bone, 
white to brown in color, and some- 
what softer than other ambers. See 
BASTARD AMBER, SEMI-BASTARD AM- 
BER. 

boort. See BORT. 

boracic acid. (Or boric acid.) An acid 
in crystal form used as an anti- 
oxidizer. See ANTI-OXIDIZER. 

borax. A chemical substance used as 
a flux in soldering precious and 
other metals. Borax of lump form 
rubbed with water on a slate, or 
as crystals powdered and dissolved 
in water, is applied to the joint 
and the pieces of solder thereon, 
before heat is applied to melt the 
solder. 

borosilicate glass (boe”roe-sill’i-kate). 
A sodium, boron, silica glass used 
in imitation gems. The refractive 
index is ca.1.50, the gravity 2.36. 

bort. An old French word meaning 
bastard and applied variably to 
low quality diamonds, either the 
poorest quality, usable only for cut- 
ting purposes (Africa) or to all 
diamonds of non-gem quality. Also 
spelled boart, boort, bortz and 
bowr. See BALLAS, CARBONADO, 
BLACK DIAMOND. 

boss. 1. A protuberant ornament. 2. A 
swage or die for shaping metals. 

bottle stone. Moldavite. 

bottums wax. One of the longest-used 
varieties of fusible cement for 
holding work on cement-brasses in 
a lathe. 

bouchon (boo-shawn’). French word 
for bushing, used in material trade 
for ready-drilled pieces of brass 
for use in bushing worn pivot holes 
in clocks. 

boulder opal. Brown iron oxide nod- 
ules containing opal-filled fissures, 
found in the opal beds of Queens- 
land, Australia. 

boule (bool). French term for syn- 
thetic corundum and 
spinel fused masses. 
See BIRNE. 

bourguignon pearls 
(boor- gee - nyawn’). 
Earliest imitation 
pearls of wax-filled glass beads 
coated with a “pearl essence” made 
from fish scales. 

bow. 1. The ring or hoop on pendant 
of a watch case, to fasten swivel 
of watch chain to. 2. A curved 
length of metal or whalebone, with 
cord stretched between its ends, 
for use in driving pulley in a bow- 
lathe. 

bowenite. A variety of serpentine re- 
sembling nephrite and often con- 
fused with it. It is called tangiwai 
by the New Zealand natives and 
sang-i-yeshen by the Chinese. It is 
also found in R. I., and in India. 

(To be continued next month) 





Boule 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for March, 1941 














ARNSTEIN BROS. & CO. 


FOUNDED 1886 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 


Cable Address TESTACEO 


LONDON 
AUDREY HOUSE ELY PLACE 




















THE JEWELERS’ CIRCULAR- KEYSTONE 69 














Diamond dress sets like the one in the lower corner were 
worn by models at the Merchant Tailors’ annual fashion show 


ERE’S real news for the enterprising jeweler 
who realizes the tremendous selling influence of 
fashion. The Merchant Tailors and Designers Associa- 
tion of America, which is made up of the best men’s 
tailors in the country—the men who design and decree 
the styles that well-dressed men will wear—is strongly 
recommending the use of diamond jewelry by men for 
both daytime and evening wear, with special emphasis 
on brown and yellow stones to harmonize with the new 
“diamond brown” shades in men’s suitings. However, 
all diamonds are recommended. 

Adopted at the annual style convention of the asso- 
ciation, held in New York last month, and formally 
sponsored at a luncheon given by the association to 
fashion writers and editors, at one of the city’s swankiest 
hotels, this fashion recommendation so helpful to jewel- 
ers is strongly featured throughout the association’s 
official manual, which it issues each year under the title 
“Correct Fashions for Men.” This book is the style 
bible of the tailoring industry and its recommendations 
are followed and passed along to their customers by the 
better makers of men’s clothing throughout the country. 

That means that the leading tailors of your city are 
going to be telling their customers to wear diamond 
jewelry—and those customers are the men who have 
money to spend and who in their turn set the styles for 
their associates. 


That’s a wonderful set-up for the jeweler. Take 
(Please turn to page 95) 
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Leading Tailors Urge 


Diamonds for Men 





Screen star Cary Grant wears diamond-set 
iron horse shoe cuff links with sport attire 





James Melton, popu- 
lar radio star, voted 
one of the nation's 
best - dressed men, 
wears diamond cuff 
links. Those shown at 
lower right are cor- 
rugated yellow gold 
with a row of canary 


yellow diamonds. 
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Twenty-five years 
ago, during the last 
war we manufactured 
surgical instruments 
in conjunction with 


our jewelry business. 


Now again we wish to 
cooperate with the 
government in their 
defense program and 
are again utilizing 
part of our plant for 
the purpose of man- 
ufacturing surgical 
instruments where 
precision hand work 
is required. 

Our jewelry business 


is being carried on as 
heretofore. 


J. MEHRLUST 


NEW YORK 
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1. Folder arouses curiosity 





ELLEN COLLIER, 
“Public Relations Dept.” 


EREL & LOWENSTEIN, Memphis, Tenn., makes 
interesting and profitable use of a department sel- 
dom found in a jewelry concern. 

A public relations department, while usually a dead 
expense returning a highly problematical amount of good 
will, to say nothing about actual sales, has, as Perel & 
Lowenstein use it, become a most effective means of 
promoting sales—plus good will. 

All the activities of the public relations department 
are based directly on the lives and successes of past and 
future customers as reported in the daily newspapers. 

Papers are carefully read for birth announcements, 
marriages, showers, promotions, or any event which is 
pleasantly associated with the lives of everyday people. 

The story is clipped from the newspaper and pasted 
into an. attractive tan-colored mailing piece printed in 
sepia ink. One of the folders is pictured above, in three 
different views. 

On the front outside of the folder, besides the name 
and address of the person to whom it is sent, is a printed 
announcement, “Here is the latest newspaper clipping 
about you.” The reverse outside contains this printed 
wording: “Inside is a newspaper clipping about you,” 
followed by the firm’s name and address. These two 
sides are pictured above at the left. 

The center view above shows the wing construction 
of the open folder. The left wing, it will be noted, has 


2. Congratulations from the store 
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3. The newspaper clipping 


Firm Wins Friends 


By Mailing Clippings 


By L. B. LLOYD 


a panel, on which a few words of congratulation about 
the new home, the new job, the new baby, or whatever 
the happy occasion may be, are typed and signed, Ellen 
Collier, Public Relations Department. On the opposite 
wing, which is not entirely visible in the center photo- 
graph but shows in the picture at the right, is printed, 
“Congratulations and best wishes.” 

Finally, the picture at the right shows the fully opened 
folder, with both wings raised. On this surface are 
pasted the newspaper clipping and a sticker that calls 
attention to the store’s gift department, with these words: 
“Gifts for All Occasions. From all parts of the world 
unique gifts come continually to the South’s largest gift 
department. Here you will find gifts suitable for every 
occasion at prices to suit every purse.” 

Wedding anniversaries and events of wide local or 
even national importance receive a short but personally 
typed and signed letter of congratulation. As a general 
rule, however, it is better to confine letters to the suc- 
cesses of Mr. and Mrs. Average Person. 

There is no attempt at high-pressure advertising. All 
the emphasis is placed on the interest of the firm in the 
success of the person who has received public notice. 
Thus an almost endless variety of the most potent adver- 
tising material is available to the energetic jewelry firm. 

A word of warning from Miss Collier, in charge of 

(Please turn to page 95) 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for March, 1941 











NO GENERAL SHORTAGE OF GEMS IN AMERICA 


OES the United States suffer at the present time 

from a gem famine, induced by blockades, the 
transfer of workers in other countries from the precious 
and semi-precious stone industries to more essential oc- 
cupations or to military duties, and the disruption of 
manufacturing and cutting operations in erstwhile free 
nations now subject to Nazi dominion? 

The answer is a somewhat qualified No. 

The importation of all varieties of natural, synthetic, 
and imitation precious and semi-precious stones, includ- 
ing diamonds and pearls, during 1940 was within 7 per 
cent of the dollar volume of 1939 imports. Diminished re- 
ceipts of small diamonds, rough emeralds, natural pearls, 
marcasites and imitation stones were largely offset by 
rises in the importation of rough diamonds, larger cut 
diamonds, other precious and semi-precious stones, cul- 
tured and imitation pearls and synthetic stones. Import 
valuations are established by the United States Customs 
as the foreign or the export value, whichever is higher, 
on the date of exportation to America, and include costs 
of packaging but not transportation or insurance. 


DIAMOND IMPORTS TOTAL $33,594,218 


Considering the year as a whole, 1940’s diamond 
imports were surprisingly close in both dollar value and 
the number of carats to 1939’s. 

Imports of rough for direct consumption and with- 
drawals from bonded warehouses totaled $11,595,703, 
the highest value for this class of goods since 1928. The 
following table shows imports and withdrawals from 
bond during the last three years: 





Nation of 1938 1939 1940 
Origin carats dollars carats dollars carats dollars 
Belgium ..... 419 SARE: “sv reces eueaee swe aeaaeee” egaanwas 
Union of _ S. 

Africa .... 91,096 7,053,848 148,001 $7,656,408 222,615 $11,222,372 
ME “tucechs eeGaae - eeebenss 5,846 292,854 3,436 322,773 
MEME CUMS ccksce - aves news 101 Ce ccviase aiwenubwe 
De MR wcect ceneiiens 34 Wi <ackges eoeokawan 
WOE nc ere cones  sleecieieec Geneve “eahgaamaes 46 5,135 
Netherlands In- 

RE ere Pec re a Uterden Sceman eke 1,789 45,423 

are 91,515 $7,077,159 153,982 $7,956,397 227,886 $11,595,703 


The sharp rise in rough diamond imports was counter- 
balanced by a decline in cut diamond importations, which 
amounted in 1940 to 321,430 carats valued at $21,998,- 
515 as against 488,154 carats worth $27,417,273 in 1939. 
The average price of diamonds larger than 1/10 of one 
carat advanced from $84 in 1939 to $101 per carat in 
1940, and diamonds smaller than 1/10 of one carat in- 
creased from $52 to $62 dollars per carat, as the average 
for the same two years. 


REFUGEES SUPPLY SMALL DIAMONDS 


Ninety-eight per cent of the cut diamonds smaller in | 


size than 1/10 of one carat imported during 1940 are 
believed in responsible quarters to have been cut in the 
Low Countries prior to the German invasion, May 10, 
and salvaged from capture by the Nazis. Accompanied 
by British navicerts, most of them have been despatched 
to this country from Lisbon, Portugal, by the Clipper air 
transports. 

Responsible American observers doubt German claims 
that diamond cutting has been resumed on an extensive 
scale in Belgium, under the Diamentenstelle, or Agency 


of the German Government for the Control of Diamonds, | 
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SAPPHIRE 


RUBLES 


EMERALDS 
PEARLS 


DIAMONDS 


W. have an unique 
collection of rare and 
important stones par- 
ticularly in Colored 


Diamonds and Sapphires 


ALA hol vy 


ASSISTED BY 
MR. ABY COHEN OF LONDON AND PARIS 
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which has been established to take stock of raw ma- 
terials, half-cut and cut goods and to list firms engaged 
in the various activities of the trade. Stocks of diamonds 
in Belgium are not large, according to information re- 
cently published in Germany, and whatever employment 
is to be found for the former diamond cutters must 
come from other industries. 

Imports of cut diamonds, smaller than 1/10 of one 
carat, are shown for the last three years in the following 
table: 





Nation of 1938 1939 1940 
Origin carats dollars carats dollars carats dollars 

Belgium ..... 253,969 $11,987,165 ~ 898 $18, red 077 = 181 $13,393,893 
POANOe 20.6. 386 25,757 2,627 7,196 5,061 392,444 
Netherlands .. 40,487 2,074,070 sé, 7483, 40 231 29, 293 1,884,644 
Switzerland .. 221 15,232 1,392 69,926 982 80,771 
United Kingdom 412 23,883 2,303 128,502 3,974 255,608 
are mere ee 36 2,299 1,045 85,326 
Union of South 

Africa =... 38 2,125 811 104,450 2,971 316,711 
Netherlands 

a Ar er pinmieremuats Useeiiearer & upeuaenpats 501 18,593 

Totals* ... 295,532 $14,129,391 427,822 $22,310,100 267,425 $16,541,364 


(*Includes minor sources not tabulated). 

With the exception of goods cut in Palestine during 
the last two years, all of the stones listed in the above 
table are reliably presumed to have been produced in the 
Low Ccuntries, later having entered the commerce of 
the nations from which they were eventually exported to 
the United States. 

With the collapse of the Belgian diamond-cutting in- 
dustry in May, the Union of South Africa has become 
America’s major source for cut diamonds larger than 
1/10 of one carat. Twelve-month figures reveal Belgium 
in second place, followed by the United Kingdom, the 
Netherlands and France. 

The following table shows the tide of importation of 
cut diamonds larger than 1/10 of one carat during the 
last three years, unimportant sources being. eliminated: 

Nation of 1938 1939 


Origin carats dollars carats dollars carats dollars 
Belgium ..... 24,175 $1,881,907 35,908 $3,116,401 20,145 $1,743,690 
France ....... 381 41,851 2,092 452,043 1,426 190,075 
Netherlands .. 9,889 828,085 20,674 1,313,974 8; 016 422,096 
uv. 8. 8. *% 

(Russia) .... 32 De “Sinsae  Sevaawee 1,017 39,986 


United Kingdom. 253 44,159 981 142,098 4,367 497,196 
Union of South 





eee 553 63,865 677 82,657 21,600 2,511,231 
MOE casheaulcdeees  Gaweeeee vues “ceekeuks 308 34,969 
a eee eee PTT aE re 78 6,992 

Totals* .... 35,393 $2,887,451 60,332 $5,107,173 54,005 $5,457,151 


(*Includes minor sources not tabulated). 


EMERALDS—FEWER ROUGH, MORE CUT 


Decreased production in Colombia largely contrib- 
uted to the third successive annual drop in American im- 
ports of rough emeralds. Such imports from Colombia 
amounted to nearly 60,000 carats in 1938, but slumped 
to 35,000 carats in 1939, and to only 13,396 carats in 
1940. The declared value of the latter was $3,761. Em- 
erald rough also came from the United Kingdom and 
the Union of South Africa, making the year’s total 
14,364 carats worth $6,915. 

On the other hand, about the same number of carats 
of cut emeralds were imported during 1940 as during 
the previous year, and the dollar value was even larger. 
Colombia, which was our third largest supplier of cut 
emeralds in 1938 and our second largest in 1939, topped 
the list last year, furnishing 2089 carats valued at $108,- 
254, out of a total of 16,093 carats worth $394,104 im- 
ported during the year. Other major sources were 
France, with 365 carats worth $106,243; Belgium, 88 
carats worth $79,483; the United Kingdom, 9276 carats 
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worth $54,604, and the Soviet Union, 3231 carats worth 
$28,775. 


OTHER PRECIOUS STONE IMPORTS UP DURING 1940 


American lapidaries last year cut a third more stones 
than they did in 1939 and nearly three times their vol- 
ume of 1938, judging from the sharp rise in value of 
rough gems, other than diamonds and emeralds, im- 
ported during 1940. Brazil, America’s “good neighbor” 
to the south, furnished 64 per cent of the dollar volume 
of these rough imports—various quartz gems, tourma- 
line, topaz and other stones, worth $98,531. Brazil’s 
new importance here put her ahead of Australia (opals), 
which led the list of nations furnishing rough gems to 
America in 1939, and also ahead of British India 
(sapphires, rubies, spinels, garnets, etc.), which headed 
the list in 1938. The total value of rough gemstones, ex- 
cept diamonds and emeralds, imported into America 
during the last three years follows: 1938, $59,918; 
1939, $111,830; 1940, $153,858. 


FRANCE NO LONGER WORLD'S GEM MARKET 


Before the war, Paris was the favorite market place 





for Oriental gem merchants and American importers | 


bought a large share of their gems there, but France 
slipped to fourth spot in 1939 and to sixth in 1940. 
Meanwhile, the United Kingdom climbed from fourth 
place in 1938 and third place in 1939 to top supplier in 
1940, with Ceylon in second place. 

Surprisingly, in spite of the British blockade which 
went into effect late in 1939, Germany last vear was our 
third largest supplier of cut gems. Goods from Idar and 


Pforzheim, chief German cutting centers, consisting | 


largely of semi-precious gems, apparently were shipped 
to America by three devious routes: (1) clipper, some- 
how slipping through the British censors at Bermuda; 
(2) air to South America, thence to the United States, 
and (3) nearly around the world, by way of Siberia and 
Japan. 

British India, which was our principal source of cut 
gem imports in 1939, was surpassed by three other 
countries in 1940. Gem imports from Thailand (Siam), 
mostly zircons, were more than twice as large during 
1940 as the preceding year and nearly three times as 
large as during 1938. 

The following table indicates American imports of 
cut but not set precious and semi-precious stones (except 
diamonds and emeralds), from major sources, during the 
last three years: 





Nation of Origin 1938 1939 1940 
Te Re ae re er eee $65,283 $29,933 $25,619 
Czecho-Slovakia ....ccccccesccses 40,162 ees anes 
WPMMEE cccicenwardevkkcaceceaneanee 333,199 300,612 138,177 
ONMMONOE ci cecxacccderwecceaaweus 174,280 319,770 328,085 
EME aieieivcsds ded adies anus uaeueenes 49,335 201,588 86,999 
TRGCMOTIIOS ig 5.5 Koctwescdnescosens 4,512 4,792 9,095 
hl | ee CT Er 38,958 38,650 66,611 
Cree Be. CRRUIEED 5500005 < caenaece i oe 10,525 
EMO PEMNGOON 6 o.cccicccuccecess 161,968 303,473 388,468 
RUN oe eos. Sado at teaoaaes 2,077 15,533 76,352 
SUE SOND i 6cc scedwoseuneeucas 236,085 388,219 296,955 
et eee [8 86=—s_ «(ssw kaw eee 26,640 
CEE - cic siawvev wawenieu ae nat un enas 88,159 152,379 362,693 
CEM bcconiccnenwsennceeveneecens 19,117 17,973 61,218 
ONE Cirord sto ares eee ee as ae nens 5,096 8,582 22,392 
TRANANG CBIGM) cokes ciccccccecece 98,073 132,886 285,423 
PEE co caus ecucweseeuwamads 5,068 3,028 1,710 
MEE rc sane e Cations tebobennewaaks 4,250 8,275 539 
SU ckadicenceccccseancee .Seagectal lel mares 1,956 

OPM MEM hiaikecciN wdenter deed $1,344,321 $1,938,058 $2,191,499 





(* Includes minor sources not tabulated) 
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GEM OF MYSTERY 


Sd there is nothing mysterious about its popularity. The 

Zircon is indeed a best seller. And, we can confidently say 
that our stock of Zircons is one of the largest and most com- 
plete in this country. Naturally, we are anxious to serve you. 


Why not let us show you these Mystery Zircons today? 


DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


‘ 48 WEST 48TH STREET NEW YORK CITY 
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Pandit ans teyend cut woabol '& 
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IF SO eee May we suggest that our filigree 
Schicksnaps, available in all qualities, have not, 


/ (2 MCinvet é as yet, been affected by present disturbances. 


New designs are being added to our lines. 


a YS 
Feil tee 


f y ey 
sicksnais UWADDU 7 ¢ Gh in 4 
S. Alch / rl n RAY \ inc a 
Cf vin tne ey ~4(105 CHESTNUT STREET VP XA S 
Kee dees NEWARK ‘ 
lt .ae ws ‘x, NEW JERSEY 





78 THE JEWELERS’ CIRCULAR-KEYSTONE 
for March, 1941 














HEAVY IMPORTS OF SYNTHETICS 

Anticipatory buying of synthetic stones, to protect 
jewelry trade needs if America goes to war or if loop- 
holes are closed in the routes from Germany to the 
United States, produced a three-fold increase from 1939 
and a five-fold jump from 1938. 

Avoiding the blockade, synthetic stones valued at 
$196,342 were received from Germany, compared with 
$72,832 worth in 1939 and $61,713 worth in 1938. Re- 
ceipts of synthetic gems from France were also sharply 
up during the past year. Many synthetic stone importers 
have been buying the bulk of their supplies from Ger- 
many through a single intermediary firm located in New 
York, which has the best of connections on the other 
side. Before the British blockade, this firm was unknown 
in the gem trade. 

Synthetic stone imports during the last three years 
are shown in the following table: 


Nation of 1938 1939 1940 

Origin earats dollars number dollars number dollars 
Belgium ..... 346 $103 255 $328 
Czecho- 

Slovakia ... 24,068 2,470 1,500 362 Pine ieee 
WYANCE .ccccce eusies ews 83,915 28,344 299,382 133,276 
Germany ..-439,086 61,713 183,135 72,832 413,510 196,342 
Switzerland ....... aia 3,396 1,653 93,727 29,972 
United 

Kingdom ... ee eee 15 5 re waad 
RAY wacoresce ‘ace ees Pree ere 144 82 








TOTALS ...463,480 $65,286 272,216 $103,534 806,763 $359,672 


IMITATION STONE IMPORTS DROP LOW 


All classifications of imitation stones plummeted dur- 
ing 1940, according to year-end import tabulations. 
Czechoslovakia and Germany, the chief producers of 
transparent and translucent cut or faceted imitation 
gems, supplied us with $1,512,028 worth of these goods 
in 1938, and during 1939, when Czechoslovakia became 
a German protectorate, imports from the two countries 
soared to $1,805,791. Last year, however, receipts from 
Germany of these goods dropped to $283,516. Even so, 
Germany furnished two-thirds of the transparent and 
translucent imitation gems imported during 1940. 

France supplied $104,299 worth of these synthetics 
last year; Switzerland, $25,851 worth—sharply up from 
preceding years—and Japan, $5,953 worth. 

Imports of opaque imitation stones came to only 
$3,008 last year, compared to $10,114 in 1938 and $15,- 
622 in 1939. Japan furnished the bulk of these goods, 
which formerly came mostly from Czechoslovakia, Ger- 
many and France. 

Uncut, unfaceted imitations likewise dropped last 
year, when the figure was $4,127—nearly all from 
Japan—as against $20,225 in 1938 and $17,503 in 1939. 


FEWER MARCASITES BROUGHT IN 


Marcasites, too, were sharply reduced in importation. 
Czechoslovakia in 1938 supplied American jewelers 
with real marcasites worth $52,952, but by 1940 our to- 
tal importation of marcasites dropped to only $8,220. 
They came from Switzerland and France. Imitation 
marcasites likewise practically disappeared from the im- 
port records. 


PEARL IMPORTS STEADY 


Natural pearls imported last year came to within 
$25,000 of the value of either 1938 or 1939 imports. Of 
(Please turn to page 116 ) 
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Sinee 1889, Wadsworth has been 
famous for exclusive designs of 
unusual charm in precious 
metals. Watches with Wads- 
worth Cases are immeasurably 
enhanced—satisfy the most ex- 
acting taste. Wadswerth—too— 
has always maintained high 
standards of craftsmanship— 
is the leader in original selling 
ideas in watch cases. 


Offices 
New York, 630 Fifth Ave. 
Chicago, 35 East Wacker Drive 


Wadsworth 


THE WADSWORTH WATCH CASE CO., INC., DAYTON, KENTUCKY 











charms, compacts and other small pieces in a $1-$1.50 
bracket add to the number of customers moving through 
the store. While this increased visitation does not seem 
to result in many sales of other jewelry items on the 
same visit, since the customer usually has her mind set 
& co. only on costume jewelry—it does get people in the habit 
: N C of coming in and of making the jewelry store more of a 

° shopping place than heretofore, and often they return 


(From page 60) 
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for oth imes. 
e| 71-73 NASSAU STREET om er needs at other times . 
* efund returns and exchanges are the most likely 
e NEW YORK cause of the greatest difficulty to jewelers handling 
. . costume pieces. Boyson found this out early and deter- 
° mined to remedy it at the source—the point of purchase 
‘i Importers and Cutters of —with proper education. An effort is made to point out 
what the customer should and should not expect of 
° . .. DIAMONDS costume jewelry, notably that an inexpensive piece can- 
> ... PEARLS not, by its very nature, give as lasting service as higher 
priced items. Signs in the costume jewelry section, and 
e . . » PRECIOUS salestickets from this department emphasize the fact; 
a ... SYNTHETIC and the sales-person stresses it. Breakage of clasps and 
* d i t of h 
... IMITATION ; ropping out of stones “oom to be the most common 
* trouble beyond the one which is the bugaboo of every 
& STONES | merchant catering to a feminine trade, the one-night- 
% wearer who wants something different the next day. 
e e This corrective education, Boyson has discovered, will 
e CULTURED PEARLS eliminate 90 per cent of the comebacks, and if tact and 
e courtesy are used no antagonism will be aroused, even in 
- ZIRCONS the case of purchase for gift-giving. Above all, he feels 
‘ STAR SAPPHIRES it imperative to establish a definite policy and stick to it. 





When one considers the cost of a salesperson’s time— 
usually doubled by an exchange—the reasons for estab- 
lishment of this sort of policy are clearly seen. 

Good display is vitally important. Window display is 
a drawing card—and a desirable and less expensive form 
of advertising than newspaper space—and within the 
store a roomy display eliminates need of the customer’s 
asking for the particular type of piece that is sought. 
Particularly with a woman buyer, the customer cannot 
easily be led; like a bookstore or a remnant counter, the 
customer prefers to browse over an assortment of 
costume pieces. 

Feminine sales personnel, to cater to feminine tastes 
and understand the woman’s viewpoint, is highly desir- 
able—almost imperative. Men seem to have little suc- 
cess in selling costume jewelry, even when it is a man 
who is making the purchase. 

In the last analysis, Boyson believes the success of a 
costume jewelry department depends on the ability of 
the buyer to choose the cream of the items from a wide 
| array of lines—preferably from those lines which offer 
_ reasonable protection from the competition of nearby 
| stores, of which there are many now handling this type 
| of merchandise—and to judge correctly the type of thing 
which will appeal to the store’s clientele. Unlike other 























“A THING OF BEAUTY IS A JOY FOREVER" | jewelry lines, costume pieces have a life of only about 
Yes—IMPORTED STONES—the finest quality imported stones—not | three months, following pretty closely the apparel sea- 
plastics! Illustration above of the SUNFLOWER PIN 7449 is actual | 
size. Retails very profitably under $10.00. Colors: (A) Solid Crystal, sons, and an overstock at the close of one season may be 
Letiphfiens, “aE Geet 1 ‘ae {3} disastrous; even drastic markdowns seem not to move 
nes Se nn enee- costume jewelry that is no longer the style. However, 
H . M . S ¢c h rager & Cc Ou, j nc. the amazingly rapid turnover, mentioned before, and the 
303 5th Ave., New York City — 36 S. State St., Chicago low expense and good profit—so long as price is main- 
Samples furnished to responsible firms. Write New York Office. tained—help considerably to offset this hazard. 
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As an ice-breaker for getting new customers, as a 
means of enlarging store traffic, as a high-turnover 
profitmaker, as a splendid form of institutional advertis- 
ing, and finally—and probably as important as any—as 
a creator of an air of prosperity within the store with 
the attendant psychological advantage, costume jewelry 
outweighs the disadvantages Boyson has discovered: 
seasonability of stock, time required for display arrange- 
ment and for selling, possible dissatisfaction on a no- 
exchange policy, and possible slight loss of prestige. 

While Boyson feels that the popularity of costume 
jewelry has reached its peak, he believes that it will 
continue in good demand for some time to come. In faet, 
he says that if he were building a new store today or 
enlarging his present quarters, he would devote a 
prominent location to a costume jewelry section, and 
would continue to operate it just so long as it stood on 
its own feet and paid its own way. 





THEY LIKE SALLAN'S 77-WORD CONTRACTS 
(From page 53) : 


out having read it, and second, to be suspicious of fine 
print in any contract. As a result, many customers, 
when given the old contract to sign, would take a glance 
at that mass of printing and say: ‘Wait a minute; what 
is this I’m signing?’ 

“Of course, most of them had full confidence in us, 
because we are an old firm with a record of fair dealing, 
but if they signed that contract without reading it, they 
were violating the first principle. If, on the other hand, 
they took time to read it in full, that took several min- 
utes; an awkward interval while the credit man sat and 
twiddled his thumbs and the customer began to feel 
embarrassed for taking so much time. The type was all 
of the same size, but it was all small, because we couldn’t 
get all that language on the form in larger type. 

“But perhaps the greatest objection to the old form 
was its legal phraseology. It was this that lengthened 
the form unduly and it was this that served to confuse 
the customer, or even to cause him some uneasiness. 
Realizing that he was not familiar with law and legal 
terminology, he felt that he did not clearly understand 
what he was asked to sign, and that whatever it was, he 
might assume that it was all for the protection of the 
firm and none for him. 

“He was not given a copy of the old contract until he 
had completed his payments and title passed to him. 
That is simply standard practice in all lines of credit 
business and perhaps it has been no great obstacle. 
Nevertheless, we were convinced that customers would 
feel better satisfied if given an identical copy of the 
contract they signed. In other words, we proposed to 
offer ‘peace-of-mind credit.’ We think this form pro- 
vides just that. 

“Of course, we consulted a judge and made sure that 
the shortened form covered everything necessary and 
would stand up in court, if necessary, before we intro- 
duced it. 

“As it is, we think we have gained a great deal and 
lost nothing. The new plan inspires confidence and 
gives us a reputation for open and aboveboard dealing. 
At the same time, it is just as binding as the old one.” 
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BELMAR 
WATERPROOF WATCHES 








| Belmar Waterproof Watches are Built for Active Service 
and are ideal gifts for the young man now being called into 
the Military Defense. 


8A85—Self Winding tactic 17 


jewels (top) . eee nee .. .$30.00 
|2X30—Shock Proof Waterproof 17 
| jewels (centre) .................. $25.00 


1016—Sweep Second Waterproof (bottom) . $20.00 
Prices are Suggested Retail 


| BELMAR WATCHES 


| By 

— LOUIS SICKLES 

| 1015 CHESTNUT STREET PHILADELPHIA 
| 22 WEST 48TH STREET NEW YORK 
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Five Easter Selling Ideas 


USE AN INGENIOUS WINDOW, like that pictured above, from Arthur A. Everts 
Co., Dallas, Tex. The miniature wheelbarrow and water sprinkler, painted brightly 
in the Easter colors, yellow and lavender, are decorated with flowers. The sign 
reads “Sprinkle Happiness with Gifts from Everts at Easter.” Wrapped gifts and 
a quantity of seasonable costume jewelry complete the effective display. 


GROUP CHILDREN’S GIFT ITEMS. Easter is preeminently a youngsters’ holi- 
day. Sartori, of Spokane, Wash., last year assembled children’s silver plates, por- 
ringers, cups, napkin rings, spoons, forks, ivory and silver teething rings and other 
practical and useful gift suggestions into a special Eastertime showing, advertised 


2 as “Happy Easter Gifts for Little Folks.” 


MAKE EASTER A “LITTLE CHRISTMAS.” Merchants of the Wiltshire dis- 


trict in Los Angeles last year advertised cooperatively, with an Easter bunny paint- 
ing a big egg and asking: ““What’s Santa got that I haven’t got?” The text invited 


shoppers to inspect gifts as bright as spring sunshine. “Remember how much fun 
you had giving and receiving gifts Christmas?” it concluded. “Well, you can have 
that fun all over on Easter Day—for, really, now—Santa hasn’t a thing on the 


Easter bunny.” 


STRESS RELIGIOUS GOODS. Strasburg Jewelry Co., Hollywood, installed an 
alabaster figure of the Virgin and a gold cross in a small shrine in one of its windows. 
Black or white cards displayed articles of Easter significance—gold crosses, and 
rosaries—as well as pendants and lockets. Alabaster bowls, vases and lamps sold 
well, with a card ‘“Alabaster—the stone of Biblical reference.”’ 


COMPLETE HER EASTER ENSEMBLE. Slavick’s, Los Angeles, showed sev- 


eral pieces of blue and gold costume jewelry, a leather handbag, a compact, and a 
cigarette lighter—all in the same tones—to carry out the idea, “Give Her A Lighter 
to Match Her Easter Ensemble.” A silver vase, filled with lilies, gave the desired 
Easter touch to the display. 
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‘\ 
NOW YOU CAN HAVE ALL THE SILVER 
YOU NEED...AND AT BARGAIN PRICES 


Imagine the thrill of having company 
- for dinner and knowing that you have 
all the exquisite gleaming ilverware you 
need. You ll be as proud of its qualit 
as vou are of its beauty. It's the famous 
1835 R. Wallace” Silverplate. It's heavy 
quadruple plate with extra overlays at 
points of greatest wear. lt is quality equal 


to the finest. It casts considerably less 


Set combinations . . . from $23.00 to $63.00 


Choose from three lovely open stock patterns 


Pay cash if you prefer... but if you buy on time you Il find 


that a wonderful set of “1835 R. Wallace” Silverplate does 


not strain your budget. A few cents a dav_will buy all the 
; - 


silverware you need Visit your favorite dealer today. See the 


gleaming "1835 R. Wallace” patterns. Your experience will 
be as thrilling as vour titst kiss in the moonlight. Write for 


free booklets. Wallace Silversmiths, Wallingford, Conn. 
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Mrs. Ameriea and Her Silver 


Here is the first installment of a series of articles presenting results 


of a comprehensive survey of the consumer market for silver 


flatware and hollow ware, both sterling and plated, including 


data on present ownership. buying habits. and selling possibilities 
for the jeweler. The study. which included a detailed check-up with 1047 


families, was sponsored and financed by The Jewelers’ Circulzr-Keystone, 


and will be published in this magazine exclusively during the coming months 


UST what does the typical American family own in 
the way of table silver? 

When, where and how do they get it? 

What are the reasons that cause them to buy the 
particular silver that they de, and to choose one store 
rather than another in which to buy it? 

Do they need more? 

How many families that could easily afford sterling 
don’t own any? 

Do most people need additional pieces to complete 
their sets? 

What are the possibilities of selling new sets to re- 
place old ones? 

Which income groups and ages offer the best market? 

Knowing the correct answers to these questions weuld 
be of tremendous help to the jeweler in selling silver- 
ware, because they are the answers as to where and how 


86 


to direct his selling efforts to get the most profitable re 
sults. 

So, to help our readers find those answers, THE 
JeweLers’ Circutar-Keystone has just made a house- 
to-house survey interviewing housewives on those and 
other points concerning their table silver. 

Cleveland, Ohio, was selected as the guinea pig for 
this study because it provides a good cross-section in 
substantial number of the typical American public. With 
a cosmopolitan population of more than a million in the 
immediate metropolitan area, a representative sample of 
every income level, every racial group, every kind of 
occupational activity, and every style of living is found 
there. Its residential districts run the entire gamut from 
slum to “exclusive” suburb, and it has a large number 
of retail outlets of every size and type, including both 
large and small department stores of both the de-luxe 
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Matched Sets of Flatware Owned by High-Income Families— 
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and the popular price variety, and at least one jewelry 
wholesaler who openly sells at retail, so that the public 
has a perfectly free and unrestricted choice as to the 
kind of establishment in which to buy—an important 
point in any study of consumer preferences. 

Finally, several exceptionally complete surveys of 
Cleveland income and housing have accurately mapped 
both the number and location of the families in each 
income group. Thus it is made easily possible to select 
a sample for interviewing that will give an exact cross- 
section of the entire population in the correct propor- 
tions. 

This survey was, of course, conducted on that basis. 
Approximately 10 per cent of the families in greater 
Cleveland are in what statisticians classify as the high 
income group, which is defined as people living in homes 
valued at more than $8,000. Economic group “B,’” con- 
sisting of persons owning homes valued at $5,000 to 
$8,000 or paying from $50 to $75 a month rent, com- 
prises 30 per cent of the total. The “C” group, who are 
the people in the $30 to $50 per month rent class, 
account for 40 per cent, while the remaining 20 per cent, 
who pay less than $30 monthly rental and are mostly 
unskilled labor, persons on relief, etc., are defined as 
the “D” group. 

Incidentally, these percentages very closely parallel 
those for the entire country according to the best author- 
ities, and it may be safely assumed, therefore, that the 
picture presented by this survey is truly typical of the 
country as a whole. 

A test check-up of 40 interviews in the “D” group 
showed an almost complete absence of silverware owner- 
ship among these very low income people, and_ this 
group was, therefore, eliminated in making the survey. 

A total of 1007 households, accurately pro-rated 
among the “A,” “B,” and “C” income groups to parallel 
the percentage of the total in each group, was then 
visited and interviewed in detail, the average interview 
consuming about 20 minutes. 

The work was carried out by the market research divi- 
sion of the College of Business Administration of Kent 
State University under the direction of Dr. Harry 
Deane Wolfe, associate professor of marketing. This 
organization has done notable work in the field of market 
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research and has conducted many outstanding surveys, 
including the study of the watch market done last year 
for THe JEweLeErs’ CircuLtar-Keystone, and reported 
in the issues of June, July and August, 1940. 

The first questions asked in each interview were 
whether the family owned a set of matched flatware, 
whether it was plated or sterling, and the number of 
persons for whom it would provide place settings. 

- As was to be expected, the answers to these questions 
revealed marked lines of cleavage between the various 
income groups. Because of these sharply marked differ- 
ences, each group will be considered separately through- 
out this report before discussing general conclusions and 
tendencies. 

Naturally, the high income group showed the greatest 
percentage of ownership of sterling. Of the 122 families 
in this classification who were interviewed, 84, or 68.8 
per cent have matched sets of sterling flatware, and 48 
of these, or 57 per cent of that 68 per cent, also own a 
chest of plated flatware in addition to their sterling. 
However, in 38 of the 122 families, or 31.2 per cent, 
the only set of matched flatware is plated, although a 
few of these have an odd piece or two of sterling such as 
a serving spoon or fork or a couple of teaspoons. 

For all practical purposes, though, it may be said that 
over 31 per cent of the families in even the high income 
group do not own sterling flatware. When it is con- 
sidered that among people of that economic status own- 
ership of such things as automobiles, radios, and elec- 
trical household appliances of all kinds is practically 
universal, it is readily apparent that sterling manufac- 
turers and jewelers have failed to do an adequate selling 
job, and that there are distinctly worthwhile possibilities 
awaiting the jeweler who will do a real job of culti- 
vating this top market. 

One encouraging indication for the future is the fact 
that among these well-to-do families, the percentage of 
sterling ownership is slightly higher among the younger 
women than the older ones, contrary to the opinion held 
by many jewelers who say that the younger generation 
doesn’t take the same pride that their mothers did in 
having fine things in their homes. 

Actually, 70 per cent of the women under 45 were 

(Please turn to page 93) 
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MRS. AMERICA AND HER SILVER 


(From page 88) 


found to have matched sterling flatware, against 67 per 
cent of those over 45. The same picture is presented by 
the figures covering the odd pieces of sterling which are 
owned in addition to the matched sets. Fifty-six per 
cent of the young women have one or more of these 
additional sterling items against 48 per cent of their 
elders. The same tendency, 7nd in a much more marked 
degree, was manifested in the holdings of sterling hol- 
loware. Only 30 per cent of the older women had even 
so much as one piece of sterling holloware, while 55 per 
cent of the younger group have such articles as tea sets, 
trays, platters and the like, of sterling. 

Holloware will be discussed more extensively in a 
later installment of this series. It is mentioned briefly 
here only to point out that the younger people who have 
the money to afford them are very definitely responsive 
to the appeal of the finer things—more so, in fact, than 
their mothers were. The jeweler who moans about “the 
good old days” as far as sterling silver is concerned is 
simply using a convenient but unfounded alibi for his 
own failure to merchandise it. 

The one respect in which the older generation of 
women provided a better market than their daughters 
for the sale of silver is that they had a slightly greater 
tendency to have a set of plated flatware in addition to 
their sterling, the latter being reserved for “company” 
occasions while the family ate with the plated ware for 
“every day’ use. 

This was disclosed by the fact that 46 per cent of the 
upper income women of 45 or more have plated sets in 
addition to their sterling, against only 35.5 per cent 
of the younger group. However, while mother uses 
silverplated flatware for the family, daughter is more 
likely to have a set of stainless steel cutlery which she 
uses in the same way. About one in seven of the younger 
housewives in even this well-to-do group said they use 
such utensils when the family is alone, while only two 


Number of matched sterling flatware place- 
settings owned by high-income families— 
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of the older ones consider this kitchenware suitable for 
even family use. 

However, 36 per cent of the younger women use their 
sterling for “every day” while only 29 per cent of the 
older ones do so. To at least a small extent, the younger 
generation has learned that good sterling does not 


Number of plated flatware place-settings 
owned by the same women— 


With women of 
45 or older: 


With women 
under 45: 





MORE THAN I2 


47, 





deteriorate with proper use and does not have to be put 
away in flannel between state occasions. However, 
there is still much room for education on this score. 

With two exceptions the size of the chests of sterling 
flatware was strikingly similar between the older and 
younger women. The tradition of place settings for 12 
people is still first choice among both groups, despite 
the growing popularity for services for eight in recent 
years. Thirty-nine and one-half per cent of the older 
women had matched services for 12, a figure which 
perhaps surprisingly was slightly exceeded among the 
younger women, where 41.5 per cent had services of this 
size. The service for eight has definitely taken second 
place in popularity among not only the younger group 
but among the older ones as well. Thirty and two-tenths 
per cent of the young women have such services and 29 
per cent of the older ones. 

The first noticeable point of difference in ownership is 
that the young women are much more likely to have 
services for six, while the older ones show a correspond- 
ingly greater proportion of ownership of large sets to 
serve more than 12 people. This, of course, is quite 
natural, many young women starting married life with 
small services to which additional pieces will be added 
from time to time, while the older group have completed 
these additions. Sterling services for six were owned 
by 20.8 per cent of the women under 45, but only 10 per 
cent of those over that age. On the other hand, only 
5.5 per cent of the young women (and those incidentally 
in the very wealthiest families) have matched sterling 
flatware services for more than 12, while 16 per cent of 
the older group have such collections. 

Contrasted with the similarity of ownership of sterling 
flatware sets, the two age groups are utterly dis-similar 

(Please turn to page 103) 








QUALITY ADS BUILD QUANTITY SALES 


(From page 55) 


important than price. The boy or girl, the man or woman, 
who reads one of its advertisements today may not be 
in the market for diamonds or jewelry until years from 
now. And when that time does come, what the indi- 
vidual will remember is not the price he read in the 
newspaper, but the impression of the institution that has 
been built up in his mind. 

Consequently, Katz makes it a point each month to 
run several large-space institutional ads in which the em- 
phasis is laid upon the store’s merchandising standards 
and ideals, the uniformly high quality of its wares, and 
its long record of honorable service to the public of 
Baltimore. The purpose of these ads is not to sell spe- 
cific articles or groups of articles but rather to “sell the 
store” as a good place to buy. 

Note that even the ad announcing an anniversary 
sale which is reproduced on page 54 is of this type, with 
no mention of specific items or prices. Naturally, these 
general institutional advertisements are only a part of 
the program. Most of the advertisements do show defi- 
nite goods and prices, though quality, rather than price, 
is always emphasized. 

Incidentally, S. & N. Katz stages just one store-wide 
sale a year—the annual anniversary sale—which is held 
in the Fall. Special sales or promotions of featured 
groups of merchandise are rarely held—usually only in 
conjunction with the promotion of a national manufac- 





turer in the field of watches, silverware, or the like. 
Comparative prices are seldom used, except at anniver- 
sary sale time. 

Following the straight and narrow path of clean mer- 
chandising and advertising has been no hindrance to the 
interest and effectiveness of the Katz advertising. As a 
matter of fact, the avoidance of the threadbare low-price 
appeal has made it possible to weave into the ads the 
dramatic interest, the outstanding appearance, and the 
human appeal so often sadly lacking from much credit 

A few typical examples are 
Every effort is made to keep 


jewelry advertising today. 
reproduced on page 54. 
the advertising constantly fresh and modern by the im- 
mediate adoption of the newest trends in layout, in art- 
work, and in typography, but without making such rad- 
ical or sudden changes in the general style, as to destroy 
the value of the recognizable identity and continuity of 
the advertising. 
tisements are copyrighted to prevent their unauthorized 
reproduction. 

Window and store display is an integral part of the 
The constant aim is to strike a bal- 


Incidentally, all of the larger adver- 


Katz advertising. 
ance between merchandising effectiveness and artistic 
display, with the thought that while a beautiful window 
display may be needed to attract the customer, it is not 
fully effective unless it is also thoroughly merchandised. 
Items are logically grouped and so arranged that the 
customer finds it easy to make a selection. Special indi- 
vidual display “spots” at strategic places throughout the 
store——both in selling and non-selling departments 
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Famous since 1856 


The Protected Precision Watch 


SUPER- THIN 


17 jewel full-size movement 


O610T-9 655 


in 


SUPER- THIN 


stainless steel or 14 K. solid gold 
waterproof and non-waterproof 
cases 


Shock protected 


Dustproof 


Rustproof 


Anti-magnetic 


WATCH COMPANY OF AMERICA, INC. 








580 FIFTH AVENUE, NEW YORK 
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serve to call to the customer's attention new merchan 
dise and interesting items in related departments. 

Finally, emphasizes the Katz management, the impres- 
sion created by the advertising must be backed up in 
every phase of the store’s operations. No matter how 
fine a picture of quality and ethical standards is painted 
by the publicity, it is quickly blacked out in the custom- 
er’s mind if the merchandise or the treatment he receives 
is not what he has been led to expect. 

One of the reasons why the Katz advertising is so 
successful is because every major operation of the store 
is under the direct and immediate supervision of a mem- 
ber of the firm, and therefore reflects the same standards 
upon which the advertising is built. There are six part- 
ners—Sigmund, Nathan, Louis, Phillip and William 
Katz, and Mervin Erlanger. 

That the maintenance of the standards they have 
established is worth while, there can be no doubt. The 
firm of S. & N. Katz not only has won for itself a repu- 
tation that is outstanding among credit jewelers for 
quality and reliability, but in the process has built a 
business that is said to be the biggest one-city credit 
jewelry store in the United States today. 

Yes, credit store or Fifth Avenue, the quality appeal 
pays. 


MAKES FRIENDS BY MAILING CLIPPINGS 
(From page 72) 


public relations for Perel & Lowenstein, is to avoid pol 
ities, and to use only safe, congratulatory phrases which 
will please the addressee, but not invite correspondence 
on the subject. 

The wisdom of this is shown by one experiment of 
congratulating the writers of letters appearing in “The 
Voice of the People” columns of the local newspapers. 
Even though care was taken to be noncommittal, these 
folders resulted in a tidal wave of argumentative letters, 
not to mention numerous personal visits to the store for 
the purpose of expounding various political views. 

A recent check-up shows this method of advertising 
to be an inexpensive and extremely successful builder of 
both good will and sales. On the basis of returns per 
advertising dollar this little scheme will gladden the 
heart of any advertising man. 


TAILORS URGE DIAMONDS FOR MEN 
(From page 70) 


advantage of it. Mention in your advertising that this 
recognized style authority says diamonds for men are 
in fashion and good taste. Show men’s diamond jewelry 
in your windows, with drapes of the new masculine fab- 
rics, especially the new shades which have been officially 
named “diamond browns.” 

One of your local tailors will be glad to cooperate 
by lending the fabrics in return for a mention in a 
display card. Show photographs of well dressed men 
wearing diamonds, like the ones on page 70, which 
may be obtained from the Merchant Tailors and De- 
signers Association, 400 Madison Ave., New York. 

It would also be a good idea to get from the same 
source a copy of “Correct Fashions For Men’ to be 
included in your displays. 
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bahail by FISHER 


How many times have you spoken these three words? 
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Three magic words that carry a mighty background of locket 
history. 
In 1941 as in 1879, Leaders still insist on “LOCKETS by 





FISHER" because they know by experience that consumer H 
preference for Fisher Lockets assures steady volume and hand- i 
some profits. i 
MANUFACTURING JEWELERS TO THE i 
WHOLESALERS OF i 


Charms, Novelties, Bracelets, Brooches, Pendants, Rosaries, 
Crosses, College and School Trophies, Medals for all events. 
Write for illustrated Sport Folder. 
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* dM. FISHER CO. 
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WATCHES 


create the 


$17.50 


8A60—Rhinestone Lapel Watch (top) 


8AB14—Dollar Sign Currency Clip (centre). $20.00 


763—Gold Plate Watch Fob (bottom) $18.50 


Prices are Suggested Retail 


BELMAR WATCHES 


By 


LOUIS SICKLES 


1015 CHESTNUT STREET PHILADELPHIA 


22 WEST 48TH STREET NEW YORK 
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TAKING GRIEF OUT OF REPAIRS 
(From page 57) 

workmanship, his service, like a fine piece of merchan- 
dise, is valuable. If, however, he goes at his task in a 
hit-or-miss fashion, using the trial-and-error method in 
his work, he is not performing the skilled service of a 
scientific technician, and his service has not the same 
value and is not rewarded by the same price. He is an 
amateur and a tinker, not a professional watchmaker, 
There are 180 parts to the average watch, and, in order 
to find out the cause of trouble requires careful over- 
hauling of the whole mechanism. The customer, as a 
reasoning human being, can easily be made to see this if 
the watchmaker will explain it, and sell the customer his 
“quality” service. 

Though a customer tells a watchmaker that his watch 
needs cleaning, he will be dissatisfied with the watch- 
maker who merely cleans the watch which continues to 
keep inaccurate time. He would be much more grateful 
to the watchmaker who does not clean it, but analyzes 
its functioning first and tells him that it does not need 
only cleaning, but must have some other adjustment 
made in order to put it in good condition. When the 
watchmaker performs the repair and, as a result, the 
watch runs perfectly, the average customer will be 
pleased even though he has paid $7.50 for the service 
instead of $3.50 for cleaning only. 

After knowing watchmakers all his life, Mr. Lund 
states that he is certain that as a group they are the 
porest business men on earth. It gives him a pang to see 
cunning salesmen overselling their merchandise, while 
watchmakers struggle on without even making an at- 
tempt to sell their technical skill which has a high 
value and a good market and which should bring in sub- 
stantial rewards. 

A “quality” service will invariably please the customer 
because it will pass the ultimate test—the watch will 
function perfectly. By rendering this type of service 
to his customers, Mr. Lund has developed a satisfied 
clientele which extends from coast to coast. 





SPRING DISPLAYS CALL FOR COLOR 
(From page 49) 

will be intrigued with any ingenuity you can show in 
the arrangement of flowers in such items of your mer- 
chandise as these. A scroll with suitable copy is shown 
on the background. Sraall feather or plaster birds may 
be used to “carry” the scroll. You can no doubt get the 
cooperation of one of your local florists with such a 
display as this. 

Jewelry for spring costumes is stressed in the third 
sketch. Bright butterflies made of cardboard covered 
with dress fabrics are scattered across the window. These 
butterflies are made so that a jeweled clip or pin may 
be attached to the wings. The butterflies are simple to 
make and show your jeweled pins and clips in an unusual 
fashion and also in combination with the dress fabrics 
with which they will be worn this spring. Swatches 
of gay printed fabrics may be gotten from a dress- 
maker or a department store. The antennae can be 
made of braid. The kind that is wired for hanging pic- 
tures would be the best. Repeat the colors of your dress 
fabrics in flat discs on the elevations and if possible 
in a gay bouquet of flowers. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for March, 1941 











Active Patterns in SILVER PLA 


Number following name of pattern indi- Colipiled ond p 
cates maker. For key, see opposite page. KEYSTONE as 


Py 
& 
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LATED FLATWARE—as of March 1, 


jiled and published by THE JEWELERS' CIRCULAR- Illustrations 
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ations show patterns in three- 
1s actual size of the teaspoons. 


Currently Active Patterns Total 79, 
—Nine More Than Last Year 


ERE are the plated flatware patterns you will be selling in 1941. Two 

years ago THe Jeweters Circutar-Keystone published the first com- 
plete showing of currently active patterns in silver plated flatware manufac- 
tured by American silversmiths and sold through jewelry retailers. This 
complete compilation proved so useful and convenient to jewelers and was so 
enthusiastically welcomed that it was revised and brought up-to-date again 
last year, and is now presented herewith for the third time. 

The adjoining plates have again been completely revised and brought up-to- 
date. Patterns which have been withdrawn from manufacturers’ active lists 
during the past year have been eliminated and the new patterns which have 
been introduced during that time have been added. 

The total number is slightly larger than it was a year ago, ten new patterns 
having been added and only one withdrawn, so that the efforts of retail jewelers 
to have the total number reduced suffered a net set-back, though a small one, 
during the past 12 months. The jeweler still has to stock a large number of 
styles in order to make a reasonably complete showing, and must be able to 
identify 79. It is to enable him to do the latter that this showing has been 
prepared. 

The presentation follows the same form as in previous years. Patterns are 
arranged in alphabetical order according to the name of the pattern, and with 
the pattern name shown beneath each one, each name being followed by a 
number. This number indicates the name of the maker, the numbers assigned 
being likewise arranged in order according to the alphabetical sequence of the 
manufacturers’ names. The key showing the make to which each number refers, 
as well as the address of the manufacturer, is given below. 

All patterns are photographed from the standard teaspoon of each, and all 
are presented in exactly the same proportion of the exact size of the spoon 
itself—three-quarters of actual size. In this way it is made possible to compare 
each pattern exactly and fairly with all the others. 

Only goods of standard jewelry store grades are shown, promotional, pre- 
mium, hotel and restaurant lines being omitted. 
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Key to Makers of Plated Flatware Patterns 
Shown in Accompanying Plate 
; ‘a oe: Name of Manufacturer Address 
— Se eas => | The Alvin Corporation Providence, R. |. 
2 Associated Silver Co. 4450 Ravenswood 
Ave., Chicago, Ill. 
3 Community Plate, Oneida Ltd. Oneida, N. Y. 
4 The Gorham Co. Providence, R. I. 
5 Heirloom Plate, Oneida Ltd. Oneida, N. Y. 
6 Holmes & Edwards, International Silver Co. Meriden, Conn. 
7 Reed & Barton Taunton, Mass. 
8 Wm. Rogers & Son, International Silver Co. Meriden, Conn. 
9 1847 Rogers Bros., International Silver Co. Meriden, Conn. 
10 1881 Rogers, Wm. A. Rogers, Ltd., Oneida Ltd., 
Successor Oneida, N. Y. 
i Stratford Plate, International Silver Co. Meriden, Conn. 
12 Tudor Plate, Oneida Ltd. Oneida, N. Y. 
13 R. Wallace & Son Mfg. Co. Wallingford, Conn. | 


The number following the name of each pattern in the accompanying showing is 
the key number of its manufacturer which precedes the manufacturer's name in the 
above table. 

This showing of patterns is copyrighted and may not be reproduced without per- 
mission. 


Seeker 


Washington Youth—6é 
Irving 
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MRS. AMERICA AND HER SILVER 
(From page 93) 


with respect to their ownership of plated services. In 
this class of merchandise 64 per cent of the older women 
have matched services for 12, while only half that pro- 

ortion—32 per cent—of the younger women have 
plated flatware in that quantity. Twenty per cent of 
the older group have plated services for eight, against 
18 per cent for the younger; and 34 per cent of the 
young women have plated flatware for six persons while 
only 12 per cent of the older women have these small 
assortments. 

Strangely enough, the ownership of extremely large 
sets of plated flatware is more prevalent among the 
younger age group than with the older women. Sixteen 
per cent of the group under 45 have matched plated flat- 
ware for more than 12 persons against only four per cent 
among women of the older age. Perhaps the younger 
matrons who have not yet been able to afford large 
sterling services have bought plated ware for use when 
entertaining in large number until such time as they can 
acquire larger assortments of sterling. 


Size of family seems to have little to do with the quan- 
tity of flatware owned. Most of the households where 
the wife was 45 or more consisted of three or four per- 
sons with approximately one-third of the total falling 
into each category, the remainder being almost equally 
divided between two and five persons with a very small 
scattering of families consisting of six to nine. 


Among the younger crowd the typical household con- 
sists of the parents and one child. The three person 
family accounted for approximately 40 per cent of the 
total in the younger age group. Five persons were en- 
countered in a family among the housewives of under 45 
more frequently than four persons, exactly 25 per cent 
being five person households and only 17 per cent with 
four people in the family. Two-person families were 
found in 14 per cent of the cases with the few remaining 
ones consisting of the larger groups. Nine was the larg- 
est number found on any interview, and only one of that 
number. 


The amount of flatware owned appears to be deter- 
mined more by the amount and kind of entertaining done 
than by the number of persons comprising the family 
group. 

(To be continued next month) 


THESE STONES ARE BARGAINS IN BEAUTY 


You will increase your revenue if you familiar- 
ize women with the beauty at comparatively low cost 
of such stones as zircon, amethyst, citrine, peridot, tour- 
maline and spinel. Pattern a series of window promo- 
tions after a zircon display developed by a popular 
priced, 42nd Street, New York City, jeweler. The word 
“zircon” was cut out in longhand about one-half inch 
thick and suspended from the ceiling by invisible wire. 
It hung at eye level over two shelves of glass, also sus- 
pended from the ceiling. Displayed were zircons in all 
sizes at various prices. Card copy elsewhere in the 
window explained the beauty, history and value of this 
comparatively inexpensive jewel. Such a grouping could 
be made for each of the inexpensive stones. 
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The ALTON watch has fulfilled its promise. It has 
demonstrated to thousands of users that the ALTON 
represents better value and higher quality in each 
price range. 

Every watch is cased, timed and rigidly inspected in 
our own shops. Each watch comes to you in a spe- 
cially designed beautiful gift box. 

You can offer these dependable new ALTON watches 
to your customers with every assurance that you are 
giving the best possible value at the price. Every 
watch is guaranteed to give long years of satisfaction 
to users. 
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The above watches are three of nearly 50 new models 
added to the ALTON line and illustrated in our 1940- 
1941 catalog. Hundreds of other profit making values 
are shown. This catalog also illustrates our complete 
line of diamond rings, wedding rings and combination 
wedding ring sets. If you have not received your 
copy ask for it on your letterhead. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 
I.D. Watch Cases 


J 


Chicago 


5 South 


Wabash Ave. 


Illinois 
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monkey around when it 
comes to realizing fully 


on your accumulation of 


OLD GOLD 
SILVER - PLATINUM 


filled cases, spec. scrap, 
bench sweeps, polishings,etc. 


YOU WILL BE PLEASED 


with the prompt accurate 


returns when you ship to 


/Jrecious * 
CHICAGO — 40 sates c 


GENERA FFI 
AND PLANT 
S00 W KINZ 


E.. &,,60. 








| 








HOW MODERNIZING AFFECTS PROFITS 
(From page 47) 


proximately $3,500 per year off its budget for operation, 
The latter store, which constructed a completely new 
store for $15,000, first six 
months after modernization by 30 per cent over the same 
months of the previous year. Which again brings up the 


question : 


increased its sales in the 


Does it pay? 

The best way to find out is to study the cases of the 
following typical examples of stores which undertook 
modernizing programs in the past year: 

STORE A—A progressive old firm in a Southern 
city did a modernization of its 2700 square feet store, 
including a new marquee and interior, complete with 
a new lighting system, air-conditioning, new store fix- 
tures and redecoration at a total cost of $20,000. A 
clearance sale held up the volume pretty well for most 
of the remodeling period. There was a formal opening, 
advertised by newspapers and direct mail. 

STORE B—A Missouri jeweler doing a $33,000 vol- 
ume took a new location with floor space of 2500 square 
feet, and installed a new front, fluorescent lighting, and 
redecorated the interior at a cost of $9,000. His operat- 
ing cost increased about $100 a month but his sales 
showed an increase of 29 per cent in the first month; 
46 per cent for the first three months and 36 per cent 
for the first six months after the completion. Approxi- 
mately $300 was spent on a formal opening which 
was advertised by newspaper and radio. This includes 
the cost of flowers and stocking run arrestors which were 
given as souvenirs, and for the printing of checks good 
for a certain amount on purchases. 

STORE C—A Virginia jewelry store doing an aver- 
age volume of $50,000 was modernized at a cost of 
$5,000. This store of 2500 square feet was given a new 
front and interior, complete with new fluorescent and 
incandescent lighting, new store fixtures and decorations. 
Business fell off to half during the month while im- 
provements were being made but sales had increased 

5 per cent in the first six months after modernization. 
Operating expenses actually dropped about $1,000 per 
year. Radio and newspaper advertising and souvenirs 
for the opening cost about $250. 

STORE D—Over $10,000 was spent in improving a 
new location of 2300 square feet occupied by a Tennes- 
see jeweler. The interior was redecorated; new store 
fixtures were placed; both incandescent and fluorescent 
lighting were installed and a new front was constructed. 
That it was a good investment is shown by the fact 
that the sales each month for the first six months after 
modernization were up 25 per cent over the same months 
of the previous year. This jeweler spent $400 on a 
formal opening, advertised by radio, newspaper and a 
24-page catalog. He also distributed souvenirs. 

STORE E—An Arkansas retailer installed new light- 
ing equipment, new fixtures and optical equipment at a 
figure of $2,000. His yearly sales average $35,000. 
There are 2280 square feet of floor space. His sales 
the first three months after the improvements were ten 
per cent higher than in the previous year and made 

(Please turn to page 106) 
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They’re New! 











Retail prices quoted 





® A new marcasite wrist watch case and bracelet 
to fit 834-ligne movement. $10, without movement. 
From Kimler & Daniel, Inc., 83 Canal St., New York. 





@ The revolving "lantern", pictured before a mir- 
ror, mounts an 8-day, 15-jewel clock, a thermometer 
and a hygrometer in a full copper frame and black 
marble base. $75. Louis Sickles, Philadelphia, Pa. 





® “Democracy's Timepiece” is the name of this 
lapel watch, proceeds from which finance aero- 
ambulances. $16.50. The British-American Ambu- 
lance Corps, 420 Lexington Ave., New York. 





® In their American Dresden bric-a-brac line, Leo 
Kaul Importing Agency, 115-C S. Market St., Chicago, 
has produced a new line of miniature perfume bottles, 
ornamented with flowers in high relief. 60¢ to $1.50. ? 


® Easy-Action serving 
tongs open wide 
enough for three- 
decker sandwiches. $1, 
gift-boxed. Made by 
Ohlson Metal Prod- 
ucts Co., Waltham. 


© "Pal", Art Metal 
Works’ new popularly 
priced  lighter-ciga- 
rette case combina- 
tion, sells at $5. The 
case holds 10 ciga- 
rettes and a liberal 
supply of fuel, and is 
curved to conform 
with pocket or purse. 

















© Especially appropriate for men in military service, Victor 
keepers for watch straps, made in rolled gold plate, may be 
® New fob watch, by had with Army, Navy, Aviation, Marine eli =e or lh 
> a a gram insignia. Hammel, Riglander & Co., 209 W. 14th St., N. Y. 
York, has marcasites set 
in sterling silver, and is 
personalized so that the 
initials of the wearer 
appear on the pin. 
With 7 jewels, $27.50; 
with 17 jewels, $32.50. 
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HONESTY is not a virtue 


... it is good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati- 
num, and Gold obtainable. 

FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 

COOPER’S POLICY of fairness and ac- 
curacy continues unchanged .. . always 
making new friends. 





JOSEPH B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N. Y. 





Our Reputation Is Our Success 








Order this quick profit 


PROCTOR DEAL 


It’s gale$ational! 






11 out of every 100 
wired-home families 
will buy new auto- 
matic irons this yeor 













Six Fast-Selling 
Proctor Automatic Irons in a Quick- 
Turnover, Full-Profit Assortment 


2 Model 970 Champions, 2 Model 971 
Challengers, 2 Model 972 Guardians. 
Standard Retail Value $45.70. Retail 
Value During Sale $35.70. 

Full Amount of Trade-In Allowance 
1s Paid by Factory. Your Cost is Based 
Upon Net List Prices After Allowance 
Has Been Deducted. You Make Full 
Profit Upon Every Iron You Sell. 





Twice as Good as the 
Sales-Proved, Time- 
Tested $1.00 
Trade-In 











Ged this display FREE with your order 


Pius complete advertising and promotional package 






PROCTO 


PROCTOR ELECTRIC COMPANY, Sales Division 
Proctor & Schwartz, Inc. Makers of the Famous 
Never-Lift Iron and Pop-Up Automatic Toaster 


EXTRA ADVERTISING 
FREE With Order for 

Two Deals— 
1000 4-page, 2-color tab- 


loid newspaper fliers with 
your imprint on page 1. 
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HOW MODERNIZING AFFECTS PROFITS 
(From page 104) 


1940 his biggest year since the depression. He held 
a formal opening, announced by radio and newspaper 
ads. 

STORE F—lIt cost a Tennessee jeweler about $4500 
for a new front and a modernized interior, including 
new lighting equipment, but a great part of the cost was 
defrayed in the first year by the increased business, 
His business increased 17 per cent in the first three 
months, and was 12 per cent better for the first six 
months. The store of 2200 square feet has average sales 
of $39,000. There was no noticeable decrease during 
the month and a half of alterations and the only increase 
in operating expenses was less than two per cent for 
additional electricity. 

STORE G—The new front, redecorated interior and 
fluorescent lighting equipment for a Michigan store, 





Is there a "step-child" corner in your store? This show- 
case shows how the space can be used advantageously. 


doing a volume of $11,000 a year, was about $3,000, but 
sales in the first month of the refurbished store went 
up 22 per cent over the same month of the year before. 
While the improvements were made over a period of 
three months business held up as usual. The extra 
lighting costs $10 per month. This store has 2200 square 
feet of floor space. 

STORE H—A new interior for a Texas store of 
1800 square feet cost $1500, but sales were six per 
cent higher for the first three months than for the same 
period of the preceding year. The store’s sales average 
$18,000 annually. In the month that the alterations 
were made the sales were only $156 lower than in the 
same month of the year before. 

STORE I—A Tennessee jeweler moved into a new 
location which was modernized to his specifications by 
his landlord at a cost of $2,000, and his only expense 
was for lighting fixtures. At the end of three months 
his sales were up nine per cent over the same period 
of. the previous year. His operating costs increased 
$1,000 per year. His annual sales average $35,000. He 
spent $400 to promote an opening. 
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STORE J—A sales increase of 37 per cent for the 
first three months after the installation of air-condition- 
ing and a new lighting system were experienced by a 
Mississippi jeweler. The cost was only $900! Operat- 
ing costs are now only $10 more per month. This 
jeweler followed up with a new front and interior im- 
provements, undoubtedly on the basis of the splendid 
results of the first program. 

STORE K—A Michigan jeweler increased his annual 
volume 15 per cent in six months after moving into 
a store which had been completely modernized by the 
owner of the building at a cost of $5,000. It cost the 
jeweler only $750 per year more to operate his business. 

STORE L—A Michigan jeweler boosted his sales 20 
per cent in a three-month period by taking a new loca- 
tion which was modernized for him at a cost of about 
$12,000. His only expense was for light fixtures, floor- 
ing and awnings and $1500 more per year to cover in- 
creased rents and help. 

STORE M—Business actually increased while the 
interior of an Iowa store was being modernized at a 
cost of $1,000. The first three months showed a business 
increase of five per cent. Operating costs went up very 
slightly, covering increased rents. 

STORE N—A leading upstate New York jewelry 
store after modernizing completely at a cost of $15,000, 
not only showed an increase of 30 per cent for a six- 
month period but also cut its operating expenses by 
approximately $3,500 per year. The store has 1200 
feet of floor area. Newspaper advertisements and 
souvenirs for the opening cost $300. 

STORE O—A North Carolina jeweler spent $4,000 
to modernize a new location and his business in the 
first month went up 20 per cent over the same month 
of the year before. 

STORE P—By conducting remodeling sales while 
making major improvements to its store, a Colorado firm 
stimulated a lot of new business. It cost $4500 for a 





Well-advertised opening events can develop throngs 
of potential customers like all these who attended 
the debut of P. O. Hoffer's store, Fayetteville, N. C. 


new interior, refinished fixtures, fluorescent lighting, air- 
conditioning and redecoration. The firm, which does an 
annual volume of better than $42,000, increased its 
sales 20 per cent in the first three months after the 
modernization. 
STORE Q—“I am sure the improvement will pay for 
(Please turn to page 114) 
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Sax Cuery Gift Occasion 





| @Just the gift for the soldier- 
| boy, sailor-boy, or any fine young 


Genuine leather. Retail $5.00 


ot p> 
AD 


Night Club 


@Complete manicure kit be- 
comes exquisite party bag. 
Simply remove the pad holding 
the manicure accessories leav- 
ing shimmering Star Dust bro- 
cade outside; comb and mirror 
inside. Retail $9 


New BARBARA BATES 
JSreasure Manicure Sets 


¢ The utmost tribute to the beauty of a lady’s hands is a 
lavish Treasure Manicure Gift Set—a genuine Barbara Bates 
original. Exclusive new materials. Glamorous, heavily gold- 
plated jewel appeal fittings. No wonder discerning men 
prefer to give—and women adore to receive—Barbara Bates 
gift sets above all others. So, display them in your windows— 
on your counters—and you'll discover in these year-round 
Treasure Gifts a treasure of year-round profits. 







‘Royal Llush 


© Edwardian elegance 
marks this manicure set of 
sapphire or ruby crushed 
velvet. Its handsome size 
and shape, sheer largesse of 
gold plated fittings all make 
it a rich gift. Retail $7 


His Manihit 


man. Contains indispensables for 
good grooming. Clever easel 
arrangement—holds unbreak- 
able mirror or his best girl’s 
picture. Grain-calf. Retail $3.50 


BARBARA BATES 
Drilliant Gifts for Lovely Hands 


C. J. BATES & SON, Chester, Conn. and 366 Fifth Avenue, New York 
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James Powell "Whitefriars” crystal. Hand- 
blown brilliant flint glass from England. 
Height, about 9!/2"; retail, $17.50. Lenart 
Import, Ltd., 550 Fifth Ave., New York. 


by J. RICHARD IANDER 


ERE is the interesting query of a Pennsylvania 

jeweler: “Doesn't it take a long time to establish 
a gift and art department? Aren’t jewelry store cus- 
tomers unaccustomed to seeing giftwares in a jewelry 
store?” 

Since when? That time when you couldn’t buy any- 
thing but a stogie at a cigar store? That time when a 
soda fountain, by cracky, was a new-fangled contrap- 
tion in a drug store? Gifts aren’t really a “new” idea 
in any jewelry store. Customers won’t be too surprised 
to buy if they find you have a gift department. And it 
isn’t too untrue to say that if the public mind has, at 
any time, dissociated the idea of gifts from a jewelry 
store, much of the fault is the jeweler’s own. Whether 
he realizes it or not, he is and always has been a natural 


French-made torchiere from 
palace of former Sultan 
Amed Shan, Terehan, Per- 
sia. Retail, $80. Grow & 
Cuttle, 6-100 Merchandise 
Mart, Chicago, Ill. 
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“Diversification” Is Key, 


Say the Gift-Wise 





"Spirit of '76'" American ceramics lamp by 
Royal Hickman. Retail, $15. Haeger Potter- 
ies, 15-100 Merchandise Mart, Chicago, Ill. 





Bowl and 12 cups of fine crystal on 18" 
Neocraft tray. Tray and top in Regency 
colors; $50 retail. Everlast Metal Prod- 
ucts Corp., 225 Fifth Ave., New York. 


merchant of gifts. What are watches, diamonds and 
sterling ware and most jewelry, if not pre-eminently 
gifts? They’re bought chiefly as such. 

Jewelers, become newly militant, then, in the retail- 
ing of gift and artwares, have found that such a sales 
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MADE IN U.S. A. 


MADE IN AMERICA MADE IN AMERICA 


CASTLETON 


. a masterpiece of the ceramic art which, 
within the scope of a few brief months, has 
won a place of distinction among the world’s 
greatest names in china. The high quality 
of its Parian body, the artistry of its 
modeling and decorations, untte in creating 


a dinnerware of established importance. 


CASTLETON CHINA 


EFNCoORPORBRAT ESE BD 


L. E. HELLMANN, President 





151 FIFTH AVENUE, NEW YORK 
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Horse and colt—from a group of 
American porcelain figurines pop- 
ular with jewelers. Retail, $20. 
Grindley Artware Mfg. Co., 1553 
Merchandise Mart, Chicago, Ill. 





Modern tropical fish design in Ameri- 
can porcelain lamp with metal base. 
Retail, $47.50. From the Crest Co., 
1219 Merchandise Mart, Chicago, Ill. 


Sculptured American crystal by a 
celebrated artist. Girl, lamb and ewe 
bowl, retail $7.50; winter and summer 
vase, $10. Manufactured by Verlys of 
America, 342 Madison Ave., New York. 








departure asks only the same logic and good business 
sense that made them successful merchants of diamonds, 
watches, etc. They’ve found that if it is logical to 
sell china and flatware, it can be just as logical to sell 
linens and table accessories. Using a fully-appointed 
table display tie-up—a table set with flatware, china, 
glassware, linens and decorative table accessories—these 
jewelers enjoy brisk sales in all the types of merchan- 
dise so shown. 

Incidentally, these table display tie-ups are most 


provenly successful. They are dignified, yet fancy- lend saiaha: 0 Meili atin ili 
catching, as dramatic in appeal as you want to make includes all pieces shown. Retail, $9 for the group. 
them. “I see you also carry table decorations,” says Mrs. Winia M. Harriman, 225 Fifth Ave., New York. 


So-and-so, eyeing the table’s centerpiece, the candle- 
sticks, the punch-bowl, the elaborate candelabra. There, 
then, lies the jeweler’s golden opportunity. Prepared 
with a well-rounded gift stock, he can tell her of the 
range of those table decorations—metals, glass, ceramics, 
woods, etc.; that not only does he carry table decora- 
tions, but many other species of quality home decorative 
and utility pieces—an urn for the mantle, a lamp for the 
end-table, miniatures for that what-not shelf. 

The “customer interest” is there. The jeweler must 
bring it out. His reputation as a quality merchandiser 
will precede him as he introduces his gift and art depart- 
ment. He’ll soon establish the most logical price and 
taste level. Those things superimposed, the range or 
diversification of his wares will keep his clientele ever 
interested, ever buying. Gifts strange to a jewelry store? 
“Diversification” is today’s sales word to the gift-wise 
jeweler. 


Libby glass in modern 
table lamp adaptation. 
Retail, $43.50. Caldwell 
& Wilhelm, Merchan- 
dise Mart, Chicago, Ill. 
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THE 


ARISTOCRAT 


OF THE 


METAL 


LINES 


LOS ANGELES— 
TARA SALES CO., 
712 SO. OLIVE ST. 





ARTHUR ARMOUR ALUMINUM 





NO. 840-R—HORS D'OEUVRE & RELISH DISH 
WITH REMOVABLE GLASS LINERS 


A. STANLEY BRUSSEL 


225 FIFTH AVENUE 
NEW YORK CITY 


MANY 
NEW SHAPES 
AND DECORATIONS 
FOR 1941— 
ON DISPLAY 
AT ALL GIFT 
SHOWS 


SOLE 
DISTRIBUTOR 













BRILLIANT 


ROPE CRYSTAL ACCESSORIES 
of Surpassingly Fine Quality 
with 
Trim of heavy polished Brass 
Clock $6.75 Frame $7.50 Tray $5.00 
Wholesale prices 


Other models in plastic and crystal. 


LENART IMPORT LTD. 


550 FIFTH AVE., NEW YORK 
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Spode cansBorouc 


Spode dinnerware is ideal as a gift. 
It is sure to please and it makes a 
permanent customer. 





Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave.,New York 














Typical ol the CONCORD. line, this 
flower vase represents the finest 
achievement in American design, 
workmanship and quality of the full lead 
crystal. 


J. H. VENOW, INC. 


p 


212 Fifth Avenue, New York, N. 1: 


BOSTON GIFT SHOW—HOTEL STATLER—ROOM 684 
PITTSBURGH GIFT SHOW—HOTEL WILLIAM PENN—ROOM 499F 


APPLE BLOSSOM 


Made in America 


The soft and lovely colorings of apple blossoms amid 
trailing leaf and fern make a delightfully attractive 


and graceful pattern. 


Theodore Haviland & Co. 


INCORPORATED 
26 West 23rd St., N. Y.—Merchandise Mart, Chicago 
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N increase of jewelers for the third consecutive 

year is again apparent by a rough tabulation of 

buyer attendance at the two recent gift shows in Chi- 

cago, one under George F. Little Management at the 

Palmer House, the other conducted at the Merchandise 

Mart. Close to 25 per cent of all buyers were jewelers, 
* * * 

METALS OF ALL KINDS and in all finishes, china and art 
crystal maintained position as leading jeweler favorites, 
However, a strong jeweler trend toward ceramics is 
evident. Figurines and art pieces of quality glaze sold 
heavily, as did the better pottery and earthenware. 

* * * 

THE INCREASINGLY FAVORED “Helsinki” art china and 
dinnerware, together with “Kupittaan Savi’ art pottery, 
is now available to West Coast jewelers through Mac- 
Callum & Co., Merchandise Mart, 712 S. Olive St., Los 
Angeles, who were recently appointed Pacific Coast 
representatives by John Junge, president of Finland 
Ceramics & Glass Corp., New York, sole U. S. importers 
of the two lines. 

* * * 

ORGANIZATION of Enright-LeCarboulec, Inc., 160 
Fifth Ave., New York, is now completed. M. J. Enright, 
a principal of the new firm, was the former director of 
Products-From-Sweden, Inc., where Miss Blanch Le- 
Carboulec, other principal in the new firm, was also 
associated. 

* * * 

THE NEW FiRM’s lines include “Carenade” stemware 
and art crystal; also “Carvex,” recent innovation in 
sand-blasted crystal, by Schwartz Decorative Glass, 
Inc.; crystal perfume bottles, trays and cigarette sets of 
American Cut Crystal Corp., and art pottery and dinner- 
ware of Pacific Clay Products Co. Frances H. Ruhe is 
collaborating in the showing of these latter lines. 

* * * 

THREE opportTuNITies for Eastern jewelers to see 
Spring gift merchandise are in the immediate fore- 
ground: the Boston Gift Show, March 10 to 14, at the 
Hotel Statler; The Philadelphia Gift Show, March 24 
to 27, at the Benjamin Franklin Hotel, and the inaugu- 
ral Pittsburgh Gift Show, March 31 to April 4, at the 
Hotel William Penn. Jewelers should have a thought for 
home decorative and utility pieces. South and Southwest 
jewelers do splendidly with these, and this Spring, above 
any of recent years Mrs. American Public has the 
wherewithal to do a little home decorating. 

* & * 

A worD about the items illustrated in the Gift and Art 
Department of the Jeweters’ Circutar-Keystone. It 
should be borne in mind that generally only one item 
from but one line of a manufacturer can be shown. He 
has many more. This is catalog-publishing time, and 
your query will bring you one from any manufacturer on 
request. Prices, the firm name and address are included 
in the captions to the illustrations in this section for 
your convenience. 
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ON LOCATION OR IN STUDIO 


Imdussbroa! Dlaabbradeae age roclon Lats 
Stull Life Sales Portiohos 
Fashions Black & White and 
Dramatc Colored Photo Post Cards 
Mustraton Gummed Photos (Tip-ons) 
Direct Color Enlargements 
Tools & Parts suemaeame Cheiatiiny Peaat 


PHOTOGRAPHING CO., INC. 


67-69 IRVING PLACE +- NEW YORK +- TELEPHONE ALGONQUIN 4-6800 


THE JEWELERS’ CIRCULAR-K 
for March, 1941 








~ 
vi) 
<= 
at 
© 
<4 














HEIRLOOMS 


FOR REPRESENTATIVE JEWELERS 


who are seeking added channels of 
profit in prestige lines—Verlys of- 
fers decorative glass that has won 
wide public acceptance. Individ- 
ually signed pieces, retail $1 to $20. 


© 
NATIONALLY ADVERTISED 


Season after Season. Write for catalog. 


VERLYS of AMERICA, Ine. 
342 Madison Ave., New York City 


* For Spring 

















New!!! Newll! New!!! 
An Entirely New Line of 


FLORAL GEMS 


made of 


EXTREMELY SMALL SEASHELLS 


The shells so small, that one wonders how they can be 
handled, but these tiny shells are put together in such 
an ingenious way, that the complete work looks exactly 
like flowers. 
They are beautifully colored, stand out in high relief, and 
some of the flowers are shaded in the fine nuances so char- 
acteristic of nature. 
The wallplaques are 44% inches in diameter, covered with a 
convex glass. $7.20 per doz. pairs, 
boxed in individual pairs. 
We are starting out with three designs, one more beautiful 
than the other. 

Illustrated price list mailed on application: 


LEO KAUL IMPORTING AGENCY, INC. 
115-119 C SOUTH MARKET ST. CHICAGO 
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HOW MODERNIZING AFFECTS PROFITS 
(From page 107) 


itself in a year,” states a New York state jeweler who 
spent $1,000 for a new front. His 700-square foot store 
does a volume of about $20,000. Sales in the first three 
months were five per cent better than in the same period 
of the previous year. 

STORE R—A Maine jeweler, whose sales average 
over $1,000 per month, spent $2,200 to double the length 
of his store, to modernize the interior and install fluores- 
cent lighting. His sales went up more than three per 
cent over the corresponding period of the previous year, 
Rental on the additional space costs only $120 per year. 

STORE S—An Illinois jeweler lengthened his store 
by 18 feet, modernized the interior and placed a new 
front at a cost of $3,000. His sales in the first six 
months after the program averaged 25 per cent better 
than his sales in the same period of the year before. He 
spent $150 on newspaper advertising and souvenirs for 
an opening event. 

STORE T—A Texas store with an area of 400 square 
feet, doing an annual volume of about $8,000, spent 
$4,600 for a complete modernization including air-con- 
ditioning and fluorescent lighting. His sales for the first 
three months after modernization were up 40 per cent; 
and for the six-months’ period were up 30 per cent over 
the same months of the previous year. In addition his 
operating expenses were $200 lower for the year. 

STORE U—A 25 per cent improvement in business 
was noted by a Missouri jeweler three months after he 
had spent $900 for a new lighting system combining 
incandescence and fluorescence; new store fixtures and 
redecorations. He does an annual volume of $15,000 in 
a small store with an area of 360 square feet. There is 
no increase in his operating costs. 

STORE V—“Business is approximately 50 per cent 
better than last year,” reports a New York state retailer 
who did a complete modernization job on his store of 
286 square feet. His annual volume is about $17,000 
per year. The program cost him $2,500. His operat- 
ing costs are only about $150 higher per year. 

STORE W—A successful credit store operator re- 
ports a one-third increase in sales for the first six months 
after the modernization of his Connecticut store at a 
cost of $9,000. He spent $2,500 more in order to have 
a fitting opening event at which he distributed souvenirs. 


EVER TRY A GIFT "WISHING WELL"? 


Aid customers in solving the perplexing problem of 
sizes and preferred gifts through the year. Set up 
a “Wishing Well” to bring together the giver and the 
recipient without embarrassment to either. Customers in 
doubt as to size or type of gift wanted may deposit a 
wish card in the well. The store then sends a card out, 
without revealing the name of the prospective buyer, 
asking that a gift selection be indicated, and that the 
card be returned to your store. The store then notifies 
the original customer who comes in to complete the gift- 
wish. You could, for instance, invite the prospective 
recipient of a ring to stop in and leave his finger size 
without revealing the type of ring to be given nor the 
name of the giver. 
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ASK MORE TOLERANCE IN WATCH CASE CODE 


A spokesman for manufacturers who turn out 95 per 
cent of the country’s watch case production told the 
Federal Trade Commission on Feb. 26 that proposed 
definitions of “gold filled” and “rolled gold plate” con- 
tained in the proposed Trade Practice Rules for the in- 
dustry are so stringent that no manufacturer could 
guarantee adherence to the prescribed standards without 
substantially increasing costs. 

Appearing at a public hearing called to consider the 
proposed rules, H. S. Greenberg, representing the 
Watch Case Manufacturers Board of Trade, New York, 
urged that greater tolerance be permitted, thereby re- 
laxing the proposed requirement that watch cases, de- 
scribed as “gold filled,” be of a thickness of not less 
than 3/1000 of an inch at the thinnest part, that in or- 
der to be “rolled gold plate,” they be not less than 
114/1000 of an inch at the thinnest part after comple- 
tion of all finishing operations. 

Mr. Greenberg recommended to Henry Miller, direc- 
tor of FTC trade practice conferences, that the defini- 
tions be modified to require that only 80 per cent of the 
surface area of the watch case conform to the prescribed 
thickness. He indicated that adoption of his definitions 
actually would raise existing standards under present 
rules without making the cost of production so high as to 
put the selling price of a case on a par with a solid gold 
case. 

Referring to proposed rule A, under group 2, which 
stipulates that it is “the judgment of the industry” for 


every manufacturer to stamp his name in an accessible 
place in order to fix responsibility for any misrepresen- 
tation, Mr. Greenberg suggested that the language be 
changed to make such markings mandatory. 


Benjamin Lazrus, president of the Benrus Watch Co., 
New York, objected to the proposed rule which would 
require manufacturers of low-price watches to stamp on 
the outside the term “base metal.” If such a watch has 
to be marked, Mr. Lazrus said, it should be done on the 
inside of the case. He called it a commendable recom- 
mendation, but expressed the view that it would work a 
greater hardship on honest manufacturers than it would 
on illegitimate dealers whose practices the provision is 
designed to curb. 

Smith F. Ferguson, president of the Clock Manufac- 
turers Association and the General Time Instrument 
Corp., New York, told the FTC that promulgation of 
the proposed rules would interfere with defense orders 
being handled by association members and would delay 
service to the public. Emphasizing that present prac- 
tices are not injurious to the public nor to the watch case 
industry, he asked that any rules affecting his industry 
be dropped from the proposed recommendations. 

Other members of the industry scheduled to testify in- 
cluded R. M. Kant, Hamilton Watch Co., Lancaster, 
Pa.; Edson W. Sawyer, Rolled Gold Plate-Gold Filled 
Manufacturers of Providence, R. I.; Gaston Diteshein, 
of the Movado Watch Agency, and Louis Weisberg, of 
E. G. Bek Co., Inc., New York. 


In general, the proposed rules are designed to elimi- 














$150,000—J. Henry Hepp, Troy, N. Y. 
$500,000—Newsalt’s, Dayton, Ohio. 
$250,000—Harris & Shaffer, Wash., D. C. 
$150,000—Shaw & Brown, Wash., D. C. 
$200,000—Berry & Whitmore, Wash., D. C. 





We have been the largest jewelry stock buyers 
in the country for the past forty years. Due 
to our many outlets, we are able to pay the 
highest cash prices. For information concern- 
ing our reputation, and for references, consult 
Jewelers’ Board of Trade, or your local Bank. 





CASH for Your Entire Stock and Fixtures 


— Over $5,000,000 Worth of Jewelry Stocks Purchased In Past Ten Years — 


Among The Numerous Stocks Purchased Recently Are: 


And other stocks from Coast to Coast, too numerous to mention. No stock too large or 
too small. Our representatives will call anywhere at our expense, and make you the high- 
est cash offer. All communications held in strict confidence. 








WRITE 


18 Province Street 





WIRE 


GORDON BROTHERS 


Cash Buyers of Jewelry Stocks and Fixtures 


$ 50,000—Koch’s, Savannah, Ga. 

$ 65,000—Siebel’s, Saginaw, Mich. 

$ 25,000—Wolfhegel’s, Paterson, N. J. 

$ 25,000—Ejisensmith Jewelry Co., Charleston, W. Va. 
$400,000—C. P. Goldsmith, New York City. 





If you wish to sell your surplus merchandise, 
or any part of your stock, ship it to us, and 
our check will be sent by return mail. Your 
stock will be held intact awaiting your ac- 
ceptance. If not satisfactory, merchandise will 
be returned to you immediately. 


PHONE 

















+ Boston Mass. » 
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nate misrepresentation and deceptive concealment in the 
interest of protecting the consumer. Provisions for 
proper marking, around which much of the testimony 
was directed at the public hearing, were written to bet- 
ter inform the buying public of gold and other metal 
content. If adopted, the proposed rules will supersede 
the existing trade practice provisions formerly issued by 


the FTC for the industry. 


BABY SILVER BUILDS FUTURE SALES 


USTOMERS who enter Maltry’s, in New Orleans, 

are always impressed by one outstanding feature— 

the fact that the store carries a wide selection of sterling 
silver baby goods. 

Two well-lighted glass cases with walnut bases, each 
large enough to contain from 50 to 60 items, are just 
outside the arc of the front door. Thus no one can come 
into Maltry’s without passing within a few feet of the 
sterling hollowware and flatware here displayed. 

“We feel that a great deal of the store’s future suc- 
cess with sterling silver is tied up in getting the cus- 
tomer started from the cradle,” it was stated. ‘‘Natu- 
rally, we must make every attempt to sell the mothers 
and relatives of new infants. Placing our baby goods 
with this location and backing up the display with plenty 
of well-timed suggestion turns the trick.” 

Baby silver includes baby cups and spoons, brushes 
and combs—as well as a selection of hollowware items 
chosen specifically by Maltry’s as additional infant gifts. 
Among these, are goblets and miniature sterling tea sets. 





NO GENERAL SHORTAGE OF GEMS IN AMERICA 
(From page 79) 


the $224,001 total valuation, British India supplied 
$121,644, followed by the United Kingdom with $43,678 
and France with $38,693. The year before, France had 
been our chief source of natural pearl purchases, sup- 
plying $113,739 worth out of $249,415 from all 
countries. 

Well advertised during recent years, cultured pearls 
imported during 1940 were valued at $355,595, substan- 
tially ahead of 1939, when $238,250 worth were en- 
tered, and 60 per cent greater than 1938, when cultured 
pearl imports came to $222,917. 

Japan accounted for $319,730 of this valuation last 
year, about $4,000 less than the previous year. With 
shipments worth $33,066, China was a more important 
shipper of cultured pearls than during the two preceding 
years, when annual receipts had a value of less than 
$2,000. France was credited with $2,799 worth of cul- 
tured pearl shipments last year. 

Increasing quantities of imitation pearls have been 
received during the past three years. From $8,700 in 
1938 and $15,001 in 1939, the value of imitation half 
pearls and hollow or filled pearls imported in 1940 rose 
to $29,131. Of these, Japan produced all except $294 
worth, which came from France. 

Importers have sometimes paid twice for stones from 
Germany—once in advance of shipment, and a second 
time to a British prize court, following seizure of the 
goods by the blockade. 
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CASH IN ON THE WORLD'S 


MOST EFFECTIVE SALES STIMULANT! 





Right now’s the time to put a brand new Kawneer 
Store Front to work for you—holding old custom- 
ers, attracting new ones. Lots of them, too. 


The effect is really amazing—as thousands of suc- 
cessful merchants in every line will tell you. It’s 
an investment that pays spectacular dividends the 
first year, and every year for a long time to come. 


Write Kawneer today, for free illustrated store front 
booklet and facts on superior Kawneer Store Front 
features that mean greater value for your money. 


Kawneer 
STORE FRONTS 


COUPON BRINGS YOU ILLUSTRATED 
BOOKLET ON NEW STORE FRONTS 
aprgaienscieupiiestineatinningetoragigeeayerteyetiarnintmaiminn 


The Kawneer Company, Niles, Michigan 
Please send free copy of your new illustrated store front t 
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“The Boys on the Road” 


A monthly department of personal news notes about the men who sell to the jewelry trade 
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Ed Morgan and Harold Rosenberg, 
knights of the grip for I. Alberts Sons, 
Boston wholesalers, will endeavor to 
forget business and enjoy themselves 
during the month. Ed and the Mrs. will 
make their headquarters at Miami, while 
Harold and his Missus will tour the 
West Coast. 

Gus Colvin, manager of the Waltham 
Watch Co.’s San Francisco office, visited 
the home office early last month. 

John Hall, New York office manager 
of the Hamilton Watch Co., and R. M. 
Kant, of the home office in Lancaster, 
Pa., visited Hamilton distributors of 
Boston and Providence. 

4 WwW. J. Marshall, New England sales 
manager for Waltham, in a _ swing 
through cities and towns of Maine, found 
retail jewelers enthusing over local in- 
dustrial production which has increased 
both employment and payrolls. 

4 F. E. Warnecke, 
one of the very 
popular young men 
in the jewelry 
trade of Chicago 
and who has repre- 
sented Lamson 
and Goodnow Mfg. 
Co. cutlery line to 
the wholesale jew- 
elry trade of the 
Middle West, was 
recently named 
regional manager 
with offices in Chi- 
cago. The terri- 
tory includes 17 
states of the Middle West and west to, 
but not including, the Pacific Coast. For 
this reason Fred says he will still have 
to make special trips to California for 
fishing, just as he did last year, when 
this picture was snapped. 

4 Norman Arndt, formerly of the A. H. 
Ficken Co., and Lawrence Ascherman 
have been added to the sales force of 
Chas. Ascherman & Co., wholesale jewel- 
ers of Cleveland, O. 

q George S. Taylor, who was in charge 
of the Philadelphia office of R. Wallace 
& Sons for a number of years, has been 
appointed sales representative in New 
York City, Philadelphia, Washington and 
Baltimore, for the Quaker Silver Co., of 
North Attleboro, Mass. 

q Wilkie Eefting, representing the Orre- 
fors line of glassware for the past ten 
years, is now carrying, in addition, the 
Quaker Silver line of sterling hollowware 
and shaker sets in his mid-West terri- 
tory. 

4 The Johnson’s, father and son, are one 
of the best known selling “teams” in 
the New England jewelry industry. The 
former, Don H., is the popular repre- 
sentative of C. J. Bates & Son (mani- 
cures) and Frank W. Smith Co. (ster- 
ling) while his son, Ralph S., has been 
New England representative of R. 
Blackington & Co., North Attleboro silver 
manufacturers, since November, 1940. 
They are seen together on frequent occa- 
sions, and it is no secret that they swap 
experiences for their mutual benefit. 
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Watch out, jewelers, for the Johnsons— 
you'll like their “line” as well as their 
lines. 

q.S. Stanley Solomon, materials whole- 
saler of 21 Maiden Lane, and Mrs. Solo- 
mon recently celebrated their 25th anni- 
versary. Mr. Solomon has covered the 
eastern states for his firm for 28 years. 
Mrs. Solomon is the first president of 
the Bronx Hadassah. 

q To Harry Prezant, Bulova Watch Co. 
representative in Southern California 
and other parts of the Southwest, 1941 
marks the beginning of a new era. Harry 
was married in Los Angeles, where he 


Hail to the new bene- 

dict, Harry Prezant, 

Bulova's man in South- 
west. 





resides with his parents, to a beauteous 
young angel of that city, though we 
don’t yet know what the young lady’s 
name was before she became Mrs. 
Prezant. 

q William H. Peach, well known jewelry 
salesman, is now representing the Van 
Dell gold filled jewelry line in New 
England and New York State territory. 
The Van Dell Co., of Providence, is 
headed by A. Del Sesto, for the past 17 
years instructor in jewelry design at 
Rhode Island School of Design. Del 
Sesto, prior to establishing the Van Dell 
Co., was for ten years president of 
Barker & Barker, Providence jewelry 
manufacturers. The Van Dell Co. is also 
represented by Albert N. Davis, travel- 
ing out of Chicago, and Henry Green 
out of New York City. 


Looks as if A. Kelson 
will be reporting some 
handsome sales for the 
U. S. Jewelry Co., Bal- 
timore. He's shown 
here leaving the Lo- 
gan Jewelry Co., of 
Logan, W. Va. 





q The appointment of R. W. Landon as 
territorial representative for the states 
of Oklahoma and Texas has been an- 
nounced by Oneida Community Ltd. 'This 
position was formerly held by Charles 
H. Noyes, who has been called into se- 
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lective service training. Harry Farmer 
will take over the duties of Mr. Landon 
in the Chicago area. 

q Even though he has passed the 70-year 
milepost Eugene Frommeyer will make 
the Spring trip through his territory, as 
usual, with the line of Klein Bros. Co., 
Cincinnati, wholesale house, of which he 


Eugene A. Frommeyer, 
one of the boys on the 
road since ‘87. 





is president. “Gene,” who has been with 
Klein Bros. for 30 years, made his first 
connection with the trade 54 years ago. 
There are few men on the road with the 
following of this popular “knight of the 
rip.” 

4 Cote D. Kidwell, formerly of H. Post 
& Son, Decatur, IIl., has been appointed 
representative for A. C. Becken Co., in 
the Minnesota territory formerly covered 
by the late Joe Duff, who died last De- 
cember. 

Charles W. Trout, assistant sales man- 
ager of the Community Plate division of 
Oneida, Ltd., visited the Chicago office 
and friends there, last month, en route 
to the Pacific Coast to call on the trade 
in that territory. 

q A. R., better known in the trade as 
“Dick,” Merrifield, formerly representa- 
tive of eastern factories and for the past 
five years with the Chicago office of 
Watson Co., Attleboro, has taken over 
the representation of Benj. Allen & Co., 
in its Ohio territory, where he is well 
known. 

q John S. O’Connell, sales manager, and 
Charles Withers, assistant treasurer, 
went to Chicago last month to attend 
the sales conference at the Chicago of- 
fice of the Towle Mfg. Co. All of the 
salesmen traveling out of the Chicago 
office were in attendance and are very 
optimistic of exceeding the business of 
1940, which was the largest in the his- 
tory of the Chicago office. Shortly after 
the conference, Arthur L. Fuller, Chi- 
cago manager, and his family, left for a 
six weeks’ sojourn in Florida. 

q The Reed & Barton Corp. sales meet- 
ing for representatives calling on the 
trade in the Middle West, South West 
and Pacific Coast territories was held 
at the Palmer House in Chicago, on 
Feb. 10, 11 and 12. The conferences were 
under the direction of J. J. Shea, Chi- 
cago manager, and Col. Arthur Ash- 
worth, vice-president in charge of plant; 
Joseph H. Martin, vice-president in 
charge of sales, and his assistant, Aurelle 
LaFrance. The principal discussions 
were on the promotion of their new ster- 
ling pattern, Georgian Rose. 
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States Act on New Legislation 


Attack on Indiana's Watchmaker 
Licensing Act Is Beaten; 
Arkansas Rejects Wage-Hour Bill 


State legislative bodies in February 
had completed organization formalities; 
saw introduction of a majority of the 
bills they will be asked to consider dur- 
ing current sessions; had started study 
of the many proposals, and had disposed 
of a few of them. 

Legislative procedure in several states 
provides a deadline for introduction of 
bills, after which date unanimous ap- 
proval of fellow lawmakers must be ob- 
tained before a member may bring for- 
ward a new proposal. In several states 
such deadlines were passed last month; 
in one of them it brought forth more 
than 4,000 bills and resolutions. 

Tennessee became the first state to 
conclude its 1941 session. It was one of 
the shortest legislative sessions in the 
state’s history, 41 days. 

It has become increasingly apparent 
that measures calling for new expendi- 
tures are being more carefully scruti- 
nized than for many years past. State 
lawmakers appear determined to exercise 
economy in state expenditures in view of 
present and future defense burdens. Gov- 
ernors in 27 of the 42 states where leg- 
islatures were in session during February 
have asked that no new or additional 
state taxes be levied, and that economy 
be employed by state legislators. 

Labor groups are expected to receive 
encouragement in their campaign for 
state wage-hour laws to govern intrastate 
commerce by a U. S. Supreme Court de- 
cision of Feb. 3 upholding constitutional- 
ity of the federal act governing wages 
and hours of workers in interstate com- 
merce industries. Of interest in this con- 
nection, however, is rejection of a state 
wage-hour bill by the lower branch of 
the Arkansas legislature three days after 
the court’s decision. 


Draftees Must Be Rehired in Rhode Island 

Rhode Island became the first state 
to enact a law requiring employers to 
re-employ persons inducted upon their 
discharge from the Army or Navy. Sim- 
ilar bills have been brought before prac- 
tically all state legislative bodies, and 
probably will be approved by a majority 
of them. 

State legislative activity of particular 
interest to the jewelry trade last month 
included: 


ARKANSAS—Several sales tax mea- 
sures have been introduced, one calling 
for use of tokens for its collection, an- 








other calling for the Ohio plan, under 
which the merchant would be required 
to give a printed receipt for every cent 
of sales tax collected. Still another 
measure calls for collection on gross 
sales, with all retail merchants to be 
licensed. The various bills are aimed at 
more efficient collection of the present 
2 per cent tax. 

A chain store tax was among new 
measures introduced last month. 

A House bill for a state wage-hour 
law was tabled by a_ parliamentary 
maneuver that eliminated a roll call. 


CALIFORNIA—During a recess of 
the legislature the state printer will 
make ready 1291 Senate and 2564 House 
bills for study by legislators, among 
which are several that directly affect the 
jewelry business. 


Would Kill All Repair Price Ads 


Among the bills was a measure to 
provide that “any jeweler who adver- 
tises to repair, clean, regulate or adjust 
watches or clocks, or any part thereof, 
or to replace any watch or clock part at 
a minimum, maximum or uniform 
price, irrespective of the cost of the 
repairs or services, or the cost of the 
part, or the length of time necessary 
to install it, is guilty of a misde- 
meanor.”’ 

Other bills, referred to committees for 
study, would require that where a qual- 
ity mark is applied to any article of 
gold it shall “indicate the number of 
twenty-fourth parts by weight of pure 
gold or its alloy contained in the article,” 
and would provide for application of 
quality marks on articles made of plati- 
num and other metals in the platinum 
group and their alloys, including iridium, 
palladium, ruthenium, rhodium and os- 
mium. 

More than a dozen measures affecting 
conditional sales contracts and _ install- 
ment selling have been introduced. 


COLORADO —lIdentical bills have been 
introduced in both branches of the legis- 
lature calling for regulation of the prac- 
tice of watchmaking, and to license and 
regulate itinerant merchants. 

A Senate bill seeks to place a form of 
control over trade associations, along 
with labor unions and associations of em- 
ployers and employees, requiring the 
making, furnishing and publication of 
financial reports. 

ILLINOIS—A Senate bill, referred to 
the Committee on Judiciary, would pro- 
vide that no seller shall be permitted to 
repossess goods sold under the provisions 
of conditional sales contract after two- 
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New Mexico Considers Measures to 
License Watchmakers and Control 
Auctions and 2nd-Hand Watches 


thirds or more of the purchase price of 
such goods has been paid by the buyer, 
unless the time for payment of the last 
installment on the purchase price has 
expired or the seller shall first refund 
to the buyer one-fifth of the amount 
which the buyer has paid on the purchase 
price. 

A Senate bill would reduce the retail 
sales tax from 8 to 1 per cent after July 
1, 1942, while a House bill seeks to lower 
the tax immediately from 3 to 2 per cent. 


Indiana Horo Licensing Is Safe 


INDIANA—Bills seeking repeal of 
the 1939 law creating the state board of 
examiners in watch repairing was killed 
by the House and withdrawn in the 
Senate. A similar measure introduced 
in the Senate was referred to the Com- 
mittee on Judiciary B. The action taken 
by the House indicates the 1939 law will 
be allowed to stand. Even if opponents 
of the legislation are successful in gain- 
ing passage of the Senate bill, it will 
probably receive the same fate as was 
accorded the House repeal bill last 
month. 

The Indiana act established a five- 
member board of examiners with power 
to supervise the trade. Members of the 
board meet as often as necessary, re- 
ceiving $10 for each day of service, plus 
travel expense. Details of the act’s ad- 
ministration are handled by a secretary 
responsible to the board, who receives a 
salary of $2,400 a year. Penalties for 
violation of the act or regulations of 
the board range from $25 to $100, and 
imprisonment of from one to six months, 
or both. The Watchmakers Association 
of Indiana and the Indiana R. J. A. co- 
sponsored the act. 

A bill for the repeal of the garnishee 
law was passed by the Senate by a vote 
of 44 to 0, and then was reported out 
of the House Labor Committee on Feb. 
19 and was ready for second reading. 

House Bill 555, sponsored by the In- 
diana R.J.A., would amend the state 
second-hand watch law. By the terms of 
one part of the amendment a.watch that 
has been sold to a consumer and later 
returned to the seller, would not be con- 
sidered second-handed. Another section 
would require the use of the term “sec- 
ond-hand,” in all advertising of such 
watches. 

House Bill 556 would amend the 
Pawnbrokers law, prohibiting the publi- 
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cation of any statements with regard to 
the sale or conditions of sale of any 
awned or unredeemed articles of mer- 
chandise which are false, misleading or 
calculated to deceive. Another amend- 
ment would permit the revocation of the 
license of any pawnbroker violating the 
terms of the act. 

By a vote of 92 to zero, the House 
passed and sent to the Senate for con- 
currence a bill to cut the gross income 
tax from 1 to % per cent. The action 
was in line with platform pledges of 
both Republican and Democratic parties 
to give relief to retailers. 

Gov. Henry F. Schricker told mem- 
bers of the legislature that he would not 
approve a state sales tax in any form. 
He announced his stand following intro- 
duction of a 3 per cent sales tax bill, 
which would replace the gross income 
tax. Another new bill would levy a 
chain store tax ranging from $10 to $550 
a store on chains from one to 400 units. 


IOWA—The Senate Committee on 
Manufacturing, Commerce and Trade 
gave a favorable recommendation to a 
Senate bill to regulate sale of second- 
hand watches. 


KANSAS—A new House bill would 
repeal the trading stamp law, restoring 
retail establishments to open competi- 
tion in giving trading stamps and pre- 
mium coupons with sales to customers. 
The act was enacted after it gained the 
support of retailers in several fields who 
contended issuance of trading stamps by 
department and other stores constituted 
an unfair trade practice. 

Both Senate and House received a bill 
to license and regulate itinerant mer- 
chants. A similar bill was killed by the 
1939 session. The proposal calls for an 
annual license fee of $25, and a $500 
bond to cover any taxes and penalties 
and “for the purpose of protecting the 
public against fraud.” 


Maine Contemplates Chain Store Tax 


MAINE—A House bill seeks a chain 
store tax, levied on a sliding scale de- 
pending upon the number of stores oper- 
ated by a company. A similar bill was 
defeated during the 1939 session after a 
long contest. 


MASSACHUSETTS—A public hear- 
ing was scheduled for Feb. 24 on a 
House bill seeking to provide registra- 
tion and regulation of watchmakers. The 
bill would establish a five-man board. 
Applicants would be required to file an 
examination fee of $15, and must be at 
least 20 years of age. Certificates of 
registration would be renewable each 
year upon payment of a fee of $3. Any 
person 16 years of age or over inden- 
tured to a registered watchmaker may 
engage in watchmaking on obtaining a 
certificate of registration as an appren- 
tice watchmaker and payment of fee of 
$2, subject to renewal each year. Per- 
sons engaged in watchmaking in Massa- 
chusetts for at least six months before 
the effective date of the act would be 
granted registration without examina- 
tion, and on payment of a $5 fee. 

Other new bills would permit licensing 
of non-residents as auctioneers for 
periods of three days, and would require 
the closing of retail stores on Sunday. 


MICHIGAN—A House bill, referred 
to the Committee on Judiciary, would 
regulate conditional sales of personal 
property and repossession of personal 
property under such contracts or under 
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chattel mortgage; would provide for ap- 
praisals, and would regulate the sale of 
repossessed personal property and de- 
ficiency judgments. 

Another new House bill would provide 
for collection of the sales tax by means 
of package stamps, which merchants 
would be required to buy and affix to 
each package as it is given to the cus- 
tomer. 


MINNESOTA—A Senate bill seeks to 
prohibit an employer from furnishing 
to an employee at wholesale price any 
merchandise he does not handle in the 
normal course of his business. 

Another new bill seeks to discourage 
use of stamps, coupons, tickets, certifi- 
cates, cards or similar devices in retail 
trade by requiring a $6,000 annual li- 
cense in each county in which the prac- 
tice is employed. It was referred to 
the Committee on Public Welfare. 


MONTANA—The House, by adopting 
an adverse committee report, killed a 
bill for a retail sales tax. A new House 
bill would increase the maximum chain 
store tax from $200 to $750. 


NEW JERSEY—An Assembly bill 
seeks to regulate hours of employment 
of women workers in mercantile estab- 
lishments. It was referred to the Com- 
mittee on Labor. 


NEW MEXICO—Sen. Don Dickason 
introduced bills to require licenses of 
$25 a day and prescribe regulations for 
jewelry auctions; to require labeling of 
second-hand watches, and to establish a 
watchmakers’ examining board. All were 
referred to the Committee on Judiciary. 
The measures were introduced at the 
request of the New Mexico R.J.A. and 
the Watchmakers Guild of New Mexico 
is aiding in seeking favorable considera- 
tion. 

Sen. Frank Butt introduced a bill call- 
ing for a chain store tax ranging from 
$10 a store for fewer than 10 units, 
ranging upward to $550 a store for 
chains with 500 or more units. 


NEW YORK—Declaring that the 
Feld-Crawford price maintenance or 
fair trade law has never been satisfac- 
torily enforced, Senator Carl Pack, New 
York City, and Assemblyman Harry Sui- 
tor, Niagara Falls, have introduced iden- 
tical bills in both branches of the legisla- 
ture to provide that all price maintenance 
contracts be filed with the Secretary of 
State; all forced sales be strictly regu- 
lated; and to declare violations of the 
act a misdemeanor. 

A new Assembly bill, referred to 
Ways and Means Committee, would pro- 
vide for licensing chain stores with fees 
ranging from $50 to $1000 for each store, 
based on the number of stores operated. 

Bills before both branches seek to 
make law for conditional sales of goods 
for resale conform to the uniform condi- 
tional sales act. Several other bills pro- 
posing changes in the law governing con- 
ditional sales have been introduced. 


OHIO—A Senate bill, referred to 
the Committee on Judiciary, would 
provide for a watchmakers’ licensing 
act, while a House bill would prohibit 
employers from buying in wholesale 
and selling to their employees when 
goods vended are not in their line of 
business. 

OKLAHOMA—A House bill seeks to 
provide procedure for the repossession 
of personal property covered by mort- 
gage. 
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OREGON—Two bills introduced in 
the House, both referred to the Com- 
mittee on Judiciary, would license 
watchmakers, and would regulate the 
sale of second-hand watches. 


SOUTH DAKOTA—Gov. Harlan J. 
Bushfield, addressing both branches of 
the legislature, re-emphasized statements 
made in his first message to the legisla- 
ture for reduced taxes, and asked that 
the sales tax be cut from 3 to 2 per 
cent. 


TENNESSEE—Final legislative ap- 
proval was given a bill amending the 
fair trade practice act to provide that 
in determining the cost to the retailer 
“any and all taxes or licenses levied 
against said item or items by the fed- 
eral, state, county or municipal govern- 
ment” be included. 

Failing of passage was a House bill to 
tax itinerant merchants. 


TEXAS—A House bill calls for regu- 
lation of watchmaking. 

A fair trade bill, prohibiting sale of 
trade-marked articles at less than mini- 
mum prices set by manufacturers, has 
been introduced in both branches of the 
legislature. A similar bill was the sub- 
ject of a week-long filibuster in the Sen- 
ate during the 1939 session, and when 
finally passed was vetoed by the gov- 
ernor. 

Final legislative approval was given a 
bill designed to save Texas employers 
$10,000,000 a year in unemployment in- 
surance taxes. Changes were made in 
the law to reward employers for stable 
payrolls. 


WASHINGTON—A House bill, re- 
ferred to the Committee on Revenue and 
Taxation, would levy a graduated chain 
store tax ranging from $10 to $1000 a 
store, based on the number of stores 
owned by a company. 


Bill Would Regulate Credit Stores 

WISCONSIN—An Assembly bill 
would license and regulate credit stores, . 
defined as any retail merchant engaged 
in selling wearing apparel, household 
necessities, household furnishings, radios, 
phonographs, jewelry and watches. Credit 
sales, which would make a dealer subject 
to the act, would “mean any method of 
payment other than a 30-, 60- or 90-day 
open charge account.” 

The bill provides an annual license fee 
of $500, and these additional provisions: 

“All credit stores shall within 48 
hours file an affidavit with the Secretary 
of State showing cost prices of all mer- 
chandise newly-received and to be of- 
fered for sale. All merchandise so re- 
ported shall be accompanied by a regis- 
tration of stock numbers of merchandise. 

“All credit stores engaging in adver- 
tising through any recognized advertising 
medium shall show stock number of mer- 
chandise so advertised and the price at 
which offered. All merchandise so ad- 
vertised must be in stock of credit stores 
so advertising.” 

The bill further provides for a fine of 
$1000 to $2000 for each day of violation 
of its provisions. 





Washington R.J.A. Conclave in April 


Recuperating from a serious illness, 
Dr. W. J. Hindley, former mayor of 
Spokane, Wash., and secretary of the 
Washington State R.J.A., has put plans 
in motion for the annual convention of 
the association to be held in Tacoma, 
Wash., in April, the week after Easter. 











‘Brass Tacks’ Discussions Feature Sessions 


Of ANRJA Northeastern Regional Convention 


ANRJA’s Northeastern Regional Con- 
vention held at the Statler Hotel, Bos- 
ton, Feb. 10 and 11, in conjunction with 
the annual meeting of the Massachusetts 
& Rhode Island RJA, was marked by 
the intensely practical manner in which 
day-to-day problems of the retail jeweler 
were dealt with. 

Chairmaned by Henry W. von Unruh, 
ANRJA’s president, the, session got 
promptly to serious business on Monday. 

Prof. Malcolm P. McNair, professor 
of marketing, Harvard University, pre- 
sented a keen and illuminating analysis 
of the effects of the national defense 
program upon retailing, pointing out 
that the tremendous expenditures for 
defense are finally bringing about the 
stimulation of business which the “pump 
priming” efforts of previous years have 
unsuccessfully attempted. Prof. McNair 
explained that this is largely due to the 
fact that the defense expenditure is large 
in the heavy industries and thus the 
benefits from it are spread over the 
manufacturers and workers in capital 
goods, instead of only consumer goods. 

However, he warned of long run 
dangers in the situation since the pro- 
gram is inflationary in its basic char- 
acter but advised that these ill effects 
might not be seriously felt, at least for 
a considerable time, if all idle capacity 
and labor could be put to work, thereby 
increasing the national income. 


Workers’ Lot Better in 1941 


He summed up the outlook for retail- 
ing in 1941 as being likely to include an 
increased dollar volume of sales partly 
as a result of higher prices and partly 
because of greater physical volume, and 
also that retailers catering to the wage- 
earner groups would probably benefit 
more greatly than those whose clientele 
is drawn from the well-to-do and middle 
classes. Wage earners, he predicted, 
would be the greatest beneficiaries of 
increased industrial activity, since in 
addition to increased annual incomes 
they would feel the impact of increased 
taxes less severely than the people in 
higher income brackets. 


Deplores Sales Taxes 


Retail sales taxes were discussed by 
Prof. Julian E. Jackson, professor of 
business law and management, North- 
eastern University, Boston. After re- 
viewing the history and development of 
the sales tax and its administration, the 
speaker related the inherent difficulties 
of the sales tax which he described as 
follows: 

First, that it hits the poor man more 
heavily than the well-to-do, since the 
poor man spends a larger portion of his 
total income on retail purchases. 

Second, because the tax is collected in 
very small individual amounts on each 
transaction it is not felt so keenly by 
the consumer as one which levies a sub- 
stantial sum at one time. Hence, it does 
not make the citizen tax-conscious and 
thus tends to encourage extravagant 
spending by politicians. 

Third, it does not relieve other tax 
burdens as experience has shown that 
other taxes are seldom, if ever, repealed 
as a result of an increased revenue re- 
ceived from the sales tax, and 

Finally, because of the small amounts 
involved it is expensive to administer. 











Specialized Tax Coming? 


Prof. Jackson expressed it as his opin- 
ion that the prospects for a general Fed- 
eral sales tax are unlikely but warned 
that the jewelry industry might be made 
the object of a specialized sales tax de- 
signed not only for revenue but to dis- 
courage spending for luxuries under 
present day conditions. 

Tax problems were further discussed 
by Wilson A. Streeter, chairman of 
ANRJA’s Committee on Taxation. Mr. 
Streeter stated that up to the present 








The annual banquet was held Monday 
evening in the grand ballroom with ap- 
proximately 125 in attendance. 

Frederick T. Widmer, president of 
the Massachusetts & Rhode Island 
RJA, presided, and the guest of honor, 
Gov. Leverett Saltonstall, welcomed the 
banqueters to the city and state. After 
a delicious dinner there was dancing and 
a pleasing floor show. 

The work of the Jewelry Industry 
Publicity Board and its accomplishments 
of the past year were reviewed by Ex- 
ecutive Secretary William D. MeNeil, 
who urged a greater acceptance of re- 
sponsibility on the part of individual 
jewelers in contributing to the work of 
the board, which has been so important 
a factor in accomplishing an increase in 





The social high spot of the convention was the 


time no specific proposals for jewelry 
taxation had been advanced by any re- 
sponsible members of the Government, 
and advocated that jewelers refrain from 
opening the subject, urging that they 
withhold their efforts on this question 
until such proposals were made when 
action by the industry would probably 
be more effective. 

A talk packed with pithy suggestions 
for stimulating jewelers’ sales of sterling 
flatware was presented by John O’Con- 
nell, vice-president and director of sales 
of Towle Mfg. Co., in which he not only 
discussed general principles, but related 
specific detailed examples of methods 
that had boosted sales volume for enter- 
prising retailers. 

Following a luncheon recess, an im- 
pressive fashion clinic was presented in 
which current styles in jewelry and their 
relation to the new fashions in women’s 
dress were demonstrated in a talk by 
June Hamilton Rhodes, publicity counsel 
of the Jewelry Industry Publicity Board, 
who illustrated her talk with models who 
paraded through the audience to enable 
jewelers to get close-ups of the items 
described. 


Discourage Appraisals 


Frederic W. Bird, Boston, in a forum 
led by L. Blaine Libbey, Milford, Mass., 
recommended that appraisals be discour- 
aged, except when they are for insurance 
or estate purposes, and then that they 
be made for a reasonable fee. 

L. Jerome Eno, president of the Maine 
RJA, said that the use of the word 
“overhauling,” instead of “cleaning,” in 
connection with watch inspections would 
give the public a better appreciation of 
costs. John H. Peterson, Needham, 
Mass., led a discussion on how to deal 
with the requests for discounts from 
organized groups. Thomas F. Kava- 
naugh, Newburgh, N. Y., explained the 
Newburgh Plan for getting and holding 
school business. 
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dinner-dance. 


retail jewelry sales amounting during 
the past year to almost double the per- 
centage gained by the average of retail 
business in all lines. 

Howard L. Carpenter, president of 
the Jewelers Board of Trade, in one of 
the “brass tacks” addresses, pointed out 
frankly and uncompromisingly some of 
the evils that infest the jewelry industry 
in the form of retailing-wholesalers and 
manufacturers. He told the retailers 
that if they would get together, using 
their strength and brains intelligently, 
and each doing his own individual part 
in addition to organization activity, their 
combined influence could quickly and 
effectively put a stop to this evil. This 
problem was also discussed by Forrest 
Davidson of the Thomas Long Co., Bos- 
ton, who appeared later in the morning 
session. 

A clinic of jewelry store advertising 
was conducted by Paul W. Monohon, of 
Krementz & Co. In the discussion on en- 
velope stuffers, it was revealed that while 
most jewelers use and want this type of 
material, the large stores are apt to pre- 
fer circulars of their own preparation, 
while the smaller jeweler is largely de- 
pendent upon the manufacturer for this 
form of promotion. 

Retailers who use this manufacturers’ 
material expressed themselves as favor- 
ing greater prominence for the name of 
the individual store with the display of 
the manufacturer’s name secondary. It 
was also recommended that an effort be 
made to provide a variety of stuffers so 
that the individual store could match 
this promotional material more closely to 
its own stock of merchandise. 


Traveling Displays in Demand 

Display curd material came in for ex- 
tended comment. Retailers want them 
but want them small in size, and digni- 
fied and impressive in appearance. Wider 
use of the traveling type of display was 
recommended. While more expensive 

(Please turn to page 122) 
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Boston Jewelers Banquet Sets Attendance Record 





Members and guests to a total of 728 filled to overflowing the ballroom 
of the Copley Plaza for the Boston Jewelers Club dinner on February 8. 


A new all-time record for attendance 
at the annual banquet of the Boston 
Jewelers Club was made at the dinner 
held in the Copley Plaza Hotel, Boston, 
the evening of Feb. 8, with 728 members 
and guests gathering for a night of good 
fellowship. 

So great was the throng this year 
that even the commodious main floor of 
the ballroom was unable to provide seat- 
ing accommodations for all and seven 
tables had to be placed in the balcony. 
Following the usual informal get-to- 
gethers in various suites throughout the 
hotel during the late afternoon, ban- 
queters gathered for the reception which 
was in charge of a committee headed by 
Howard A. Martin, assisted by Nathan 
Alberts, G. B. Anderson, Vincent Chap- 
man, C. Edward Cotter, Allen Davidson, 
S. Sydney DeYoung, George E. Frye, 
W. H. Harber, S. W. Higgins, E. B. 
Horn, Willard F. Smith, A. S. Kelley, 
W. A. Kinsman, E. W. Kirby, H. C. 
Knight, E. P. Lingham, George Lunt, 
W. J. Marshall, E. C. Mayo, Arthur H. 
Moore, D. C. Percival, Jr., Elmer Read, 
Sturgis C. Rice, George A. Schuetz, 
B. D. Shreve, Frank J. Ryder, A. W. 
Weatherbee, Jr., and Lloyd Wallace. 

An elaborate and fast moving floor 
show with a diversity of outstanding 
talent followed the serving of a sump- 
tuous dinner for which both the club 
and the hotel are famous. Handsome 
‘souvenirs in the form of an attractive 
sterling silver bowl were distributed to 
the guests. The attendance had so 
greatly exceeded all estimates that the 
quantity of souvenirs ordered was in- 
sufficient and members of the club there- 
fore courteously stepped aside in the 
distribution in order that guests might 
be given preference. 

It appears that the club officers are 
too modest in estimating the attractive- 
ness of their annual affair which each 
year has been growing by leaps and 
bounds as a result of the delightful 
‘evening which it affords. 

The party this year fully lived up to 
the previous standards and is a testi- 
monial to the splendid work of the com- 
mittees in charge. The general commit- 
tee was composed of the executive board 
made up of the officers, Arthur M. 
Horne, president; L. Blaine Libbey, vice- 
president and Albert R. Kerr, secretary- 
treasurer, together with the directors, 
Henry R. Arnold, J. Gould Cook, John 
S. Kennard, Carl F. Lawton, Lawrence 
F. Percival, Jr., and William L. Stone. 

The dinner committee was headed by 
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William L. Stone, chairman, J. Gould 
Cook, Albert R. Kerr and Carl F. Law- 
ton. Souvenirs were in charge of Carl 
F. Lawton, chairman, J. Gould Cook, L. 
Blaine Libbey and William L. Stone, and 
the entertainment was arranged for by 
a committee headed by John S. Kennard, 
chairman, assisted by J. Gould Cook, 
Carl F. Lawton and William L. Stone. 
Special mention should be made of the 
splendid work by capable Secretary- 
Treasurer Albert R. Kerr, who has had 
so large a part in the successful direc- 
tion of the Boston Jewelers Club and its 
affairs for so many years. 

The evening ended as usual with an 
informal round of visiting and receptions 
in the various suites of the hotel until 
“closing.” 





Maiden Lane Outing Club 
Holds Annual Dinner 


The annual winter dinner of the 
Maiden Lane Outing Club was held Feb. 
20, at the Park Central Hotel, New 
York, annual scene of this party for sev- 
eral years past. 

President “Bill” Richards unfortu- 
nately was unable to attend, being on 
an extended business trip to the West 
Coast, and Vice-President Henry Green, 
likewise, had to forego the occasion, 
being confined to his home with a rather 
serious illness. In their absence, Past 
President Jimmy Theise presided. Even 
the indefatigable Secretary-Treasurer 
Jerry Grant, who is reputed not to have 
missed a Maiden Lane Outing Club party 
within the memory of man, was also on 
the absentee list, the flu germs having 
gotten him recently. He is reported, 
however, to be recovering. 

Following the usual convivial half-hour 
for which the Maiden Lane Outing Club 
is famous, the 200 odd members and 
guests assembled for an appetizing steak 
dinner. 

During the dinner a clever magician 
wandered among the tables entertaining 
the diners, and at its conclusion put on 
a more formal presentation of legerde- 
main from the floor. A floor show of 
seven acts followed, interspersed with 
monologue by the master-of-ceremonies 
which the boys seemed to enjoy, and at 
its conclusion the gathering broke up 
into smaller groups for further enter- 
tainment and good fellowship. 

The committee in charge of the affair 
consisted of Al Betz, J. Baden, Lou 
Federman and Maurice Merz. 
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FRANK W. Smith, INC. 
Presents 


FIDDLE 
SHELL 


a companion 
pattern to 
famous 


FIDDLE 
THREAD 









FIDDLE 
SHELL 







FIDDLE 
THREAD 





The graceful and historically cor- 
rect fiddle back outline is en- 
hanced by a beautifully executed 


shell design. Fiddle Shell and 
lovely Fiddle Thread offer a 
priceless combination of two au- 
thentic fiddle back motifs; one 
richly plain, the other decorated 
modestly. 


Fiddle Shell Price Lists Are Ready 


FRANK W. SMITH, INC. 


Silversmiths for over half a century 


GARDNER MASS. 




















(Continued from Page 120) 


than the simple card, the retailers con- 
sider it more effective and are willing to 
cooperate with the manufacturer in cir- 
culating it among a list of stores in 
order to cut down the cost per showing. 
It was urged, therefore, that such dis- 
plays be boxed and packed in such a 
way as to make it simple to remove them 
from the container for window use and 
repack them for shipping to the next 
jeweler. Motion in display was also 
strongly recommended. 

Kenneth B. Backman, general man- 
ager of the Boston Better Business Bu- 
reau, explained the work of the B.B.B. 
and the Federal Trade Commission in 
combatting frauds perpetrated on the 
jewelry-buying public. 

Col. W. H. Bright, vice-president of the 





United Horological Association, told of 
the work of that association; Samuel 
Tyack, C.G., Boston, described the Gem- 
ological Institute of America; Mrs. 
Addie Fisk Goodell, secretary of the 
New Hampshire RJA, talked of the 
need for recognizing responsibility to 
the trade organization of the industry 
which affords one’s living, and Fred T. 
Widmer, president of the Massachusetts 
& Rhode Island RJA, Edward M. 
Baringer, former president of the New 
York State retailers, and G. Herbert 
Wood, former president of the New 
Hampshire RJA, dealt with other 
phases of organization work. The clos- 
ing feature was a presentation of a 
motion picture showing the processes of 
diamond cutting through the courtesy of 
the diamond cutting firm of Baumgold 
Bros., New York City. 









HIGHLY 
the reason 


EAcH piece in the choice col- 
lection of hollowware pro- 
duced by Quaker Silver Co. 
expresses authoritative design 
and skilled craftsmanship that 
appeals to the connoisseur 
of the finest sterling. The 
Viking Group, of which this 
vase is typical, is keyed to the 
current style demand for sil- 
ver that reflects the Danish 

Quaker salts and 

peppers are unique in their 

patented, clog- proof, anti- 
corrosion construction, with 
the Hurricane styles leading 
in popularity. A showing of 

Quaker Sterling will give 

your sales a lift—your profits 


iller 


influence. 


a boost. 


70Y%2 HURRICANE 


Patented Shaker. 
Nationally advertised 
and protected retail 
price $4.00. Other styles 
$2.50 to $5.00. 


=_ 


Sin Hg Ea 


INDIVIDUALIZED. PROGRESSIVE SKILL 


QUAKER QUALITY 


This Trade Mark, identifies 
genuine Quaker Sterling 












VIKING GROUP 
Includes Sandwich 
Plates, Compotes, 
Sugars and Creamers, 
Vases, attractively 
priced. 


a: 


Silver. 














QUAKER SILVER COMPANY Inc. 


+ NORTH ATTLEBORO, MASS. 
THE GLEAM OF CRYSTAL — THE CHARM OF STERLING * 


122 








ANRJA Southeastern 
Conclave in Atlanta 


March 30 to April 2 


The Southeastern regional convention 
of ANRJA, to be held at the Hote} 
Ansley, Atlanta, Ga., Sunday to Wed- 
nesday, March 30 to April 2, is expected 
to have a better attendance than its 
counterpart, the convention for the 
Northeastern area, held in Boston, last 
month, a report of which is carried on 
page 120. 

Headquarters, with a paid executive 
secretary, were established on Dec. 15, 
for the express purpose of building up 
interest in the convention, and 12 differ- 
ent mailings have been made to jewelers 
in the region. 

A number of the speakers who par- 
ticipated at Boston and ANRJA officers 
will be on the program in Atlanta. 

James C. Carmichael, governor of the 
Georgia District of Kiwanis, and former 
member of the Georgia legislature, will 
discuss “Retail Sales Taxes.” “The Out- 
look for Retailing” will be the topic of 
Lewis F. Gordon, assistant vice-presi- 
dent in charge of advertising and pub- 
lic relations of the Citizens & Southern 
Bank, Atlanta. Another able speaker 
will be George C. Biggers, vice-president 
and general manager of the Atlanta 
Journal, who will discuss consumer buy- 
ing habits. 

William G. Frasier, Jr., Durham, 
N. C., will lead a forum on trade associ- 
ation work; Nolte C. Ament, Louisville, 
president of the Kentucky RJA, will 
lead another group on “Gemology.” Gus 
Lawton, Orlando, Fla., secretary of the 
Florida RJA, will conduct a forum on 
“The Social Side of a Jewelers’ Conven- 
tion.” H. F. Underwood, Palatka, Fla., 
and president of the Florida group, will 
lead the discussion on “Credit Selling.” 
Claude S. Bennett, Atlanta, president of 
the Atlanta Jewelers Guild and chair- 
man of the general committee in charge 
of the convention, will present the sub- 
ject, “Auctions.” Lawrence Holzman, 
Atlanta, will discuss “Engraving.” 

There will be still other topics handled 
in the open forums to be conducted by 
Harry G. Matthew, Asheville, N. C., 
former ANRJA vice-president, and Leo 
F. Henebry, Roanoke, Va. 





Board of Trade Reelects 


Directors of the Jewelers Board of 
Trade at a meeting at Providence on 
Feb. 21 reelected the following officers: 
Howard L. Carpenter, president; Lester 
F. Morse, first vice-president; Jared E. 
Allen, second vice-president; Horace M. 
Peck, secretary-treasurer, and Robert C. 
Knox, assistant secretary-treasurer. 

The executive committeemen for 1941 
are Carpenter, Edgar E. Baker, and 
Royal J. Gregg. 


New York R.J.A. to 
Meet at Newburgh 


The New York State RJA convention 
will be held at the Hotel Palatine, New- 
burgh, Monday and Tuesday, May 19 
and 20. 


The Oklahoma RJA convention has 
been announced for Sunday and Mon- 
day, April 6 and 7, at the Hotel Skirvin, 
Oklahoma City. 
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JANUARY JEWELRY SALES VOLUME RISES 22 PER CENT 


ME 


THE ACCOMPANYING MAP shows in percentages how independent jewelry 
store sales during January, 1941, compared with business done in January, 1940. On 
the basis of reports from +757 stores in 34 states, the amount of business done in 
January, 1941, was 22 per cent larger than that of January, 1940. J. C.-K.’s estimates 
of all jewelry stores’ January sales are: January, 1941—$28,421,000; January, 1940— 
$23,296,000; for a gain of $5,125,000, comparing sales this January with the same 


month last year. 

The drop of 74 per cent from Decem- 
ber, 1940, was less than seasonal, and 
J. C.-K.’s Index of Retail Jewelry Sales 
for January, 1941, stands at 132.4—21.5 
points ahead of January, 1940, and 36.4 
points ahead of January, 1939. 

Washington state jewelers averaged 
the highest gains for January, with a 
combined showing 40 per cent ahead of 
the same month last year. Indiana and 
Texas jewelry sales were the next most 
favorable, with gains of 37 and 30 per 
cent. Kansas, Oregon, Michigan, South 
Carolina, Missouri and California jewel- 
ers all averaged an increase of 25 per 
cent or larger. 

City averages for jewelry sales in Jan- 





uary, compared with the same month of 
1940, follow: Chicago, plus 28 per cent; 
Los Angeles, plus 1 per cent; Portland, 
Ore., plus 33 per cent; St. Louis, plus 12 
per cent, and Seattle, plus 45 per cent. 
Sales data from reporting jewelers in 
the shaded states are included in the 
34-state totals, but are not revealed by 
individual states because of an inade- 
quate number of reports to indicate 


definite trends. Jewelers who are not | 
now reporting their sales but who wish | 


| 


to participate in this valuable fact-find- | 


ing project should write for information 
to E. J. Engquist, Jr., chief of the Cur- 
rent Statistical Service of the Bureau of 
the Census, Washington, D. C. 
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32 Kinds of Insurance for Jeweler 


Management policies of the jewelry 
industry were analyzed in the January 
Bankers Monthly magazine by Louis 
Goldman, secretary of the Chicago 
Jewelers Association and member of the 
law firm of Goldman, Allshouse & Healy, 
Chicago. Mr. Goldman listed success 
policies followed by jewelry manufac- 
turers, wholesalers and retailers, as well 
as hazards which these branches of the 
industry attempt to aveid. He also pre- 
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pared a checklist of 32 different kinds of 


insurance coverages required, in whole | 


or part, by jewelry stores. 
Bankers Monthly is published by Rand 
McNally & Co., 536 S. Clark St., Chicago. 


January Wholesale Sales Up 62°, 


January, 1941, sales reported by 35 
wholesale jewelry houses to the Current 
Statistical Service of the U. S. Depart- 
ment of Commerce, averaged 62 per 
cent higher than Jan., 1940, sales. 
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How you can 
PROHT 
with the 
GIBSON 
Wedding 
BOOhS 


These beautiful books appeal 
at once to the shopper seeking a 
different and really personal 
wedding gift. ® They're superbly 
lithographed on heavy wedding 
stock and have white covers of 
cloth or imitation leather, ele- 
gantly designed and gold 
stamped. ® These GIBSON 
Books provide a delightful record 
of the Engagement ® Wedding 
* Guests and Gifts ®° Honeymoon 
* New Home—and other mem- 
ories the bride will treasure. These 
books retail from $2 to $8 and 
yield the jeweler a handsome 
profit. 


* Why not send a sample order, 
stating retail price range desired 
and approximate $ & ¢ total. 
Prompt shipment. 
mailed on request. 


* Catalog 





No. W-262 MEMORIES OF OUR WEDDING 


Cover of limp White Fox. Title stamped 
in geld; 20 exquisi‘e pages with decora- 
tions and appropriate verse in gray tone. 
Size 124 x 9”. Each in white gift box. 

$1.25 each Net. 


C. R. GIBSON 
& COMPANY 


Lithographers & Publishers 
Norwalk & 


Samples may be seen at our NEW YORK 
Display Room, 225 Fifth Avenue. Mr. D. 


Connecticut 


| W. Chatterton in charge 


\ 
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12,485 Repairers Near | 


Jewelers in Number; 
Far Below in Sales 


Government Census figures, being re- 
leased from Washington these days in 
greater and greater detail as experts 
study and correlate data for the year 
1939, show clearly the error of the state- 
ment sometimes made that there are 27,- 
043 “jewelry stores.” 

Forty-six per cent of these 27,043 con- 
cerns, it appears from Government re- 
ports, sell so little jewelry that they are 
not jewelry stores at all, but “repair 
shops.” 

While repair shops’ merchandise 
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sales have not yet been reported for 
1939, they sold only $3,338,000 worth 
of goods in 1935, as against $21%.,- 
540,000 by jewelry stores the same 
year. 

Only figures yet available covering 
business done by repair shops in 1939 
are their total receipts (ie., repair 
charges plus merchandise sales), which 
increased 5.1 per cent from 1935. As- 
suming that the same rate of increase 
applied to both merchandise sales and 
repairs, the former were in the neighbor- 
hood of $3,552,000 in 1939, as against 
jewelry stores’ total sales of $361,564,000 
for the same year. 

“Jewelry stores”—14,558 of them 
—-sell, therefore, about 100 times as 
much merchandise as the 12,485 “re- 
pair shops,” who account for only 








CAMEOS 


FOR MOTHERS’ DAY SPECIAL 


Make a showing of popular priced Peterson jewelry—Cameos—Gadget Pins, etc., 
and watch your traffic grow—your sales increase. Many a retail jeweler pays his 


rent from his costume jewelry profits. Peterson items are outstanding in their class 


—quick to catch the attention of smart women—easy to sell. Leading Wholesale 


Jewelers sell Petersons, but if you have any difficulty seeing the line, let us send 


you the names of nearby wholesalers who can serve you. 


PETERSON © 


MANUFACTURERS BLDG. 


NO. ATTLEBORO, MASS. 
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about | per cent of the business done 
although they are nearly half the total 
number of establishments. 

The Government officially makes this 
distinction between a jewelry store and 
a repair shop: “If receipts from repairs 
account for more than one-half of total 
sales, the establishment is included jn 
the Service Census. Shops reporting 
more than 50 per cent of their total 
revenue from retail sales are included in 
the Census of Retail Trade.” 

The latest available information about 
watch, clock and jewelry repair sho 
is contained in a report released Feb, 3 
by the Bureau of the Census, at Wash- 
ington, D. C., under the title, “Service 
Establishments—The United States— 
1939. Preliminary Summary.” Here are 
the salient facts: 

Number of establishments—12,485, a 
decrease of 8.7 per cent from the 138,669 
enumerated in 1935, the last previous 
Census year. 

Receipts—$29,902,000, an increase of 
5.1 per cent from 1935, consisting largely 
of repair charges. 

Merchandise sales—$3,338,000, in 1935. 
Not reported separately as yet for 1989. 

Repair charges—$25,009,000 in 1985. 
Not reported separately as yet for 1939, 

Active proprietors of unincorporated 
businesses—12,530 in 1939, compared 
with 13,779 in 1935. 

Average number of employees—2,808 
for 1939, as against 3,311 for 1935. Of 
the employees enumerated for 1939, all 
but 424 were full-time. 

Total payroll (not including compensa- 
tion for proprietors of unincorporated 
businesses )—$2,946,000 in 1939, com- 
pared with $2,900,000 in 1935. Of the 
1939 payroll, all but $193,000 was paid 
to full-time workers. 

Receipts during 1939 of the watch, 
clock and jewelry repair shops through- 
out the country will*be broken down into 
such categories as repair charges, mer- 
chandise sales, étc., when the final United 
States Summary of the Current Service 
Census is published in May or June. 

Comparable 1939 data for jewelry 
stores was published on pages 57 and 59 
of Tue Jewe cers’ Crrcutar-Keystone for 
January. 


Empire State Watchmakers 


To Meet in Manhattan in April 


The first convention of the New York 
State Watchmakers Association to be 
held in Manhattan, will be held April 
19 and 20. Representatives are expected 
from the Albany, Syracuse, Mohawk Val- 
ley, Binghampton, Elmira, Morrisville 
Guilds, the Horological Society of New 
York and the Greater New York Watch- 
makers’ Guild of New York City. 

The Horological Society of New York, 
A. Park, president, and the Greater New 
York Watchmakers’ Guild, H. B. Kahn, 
president, will be the hosts, and the ar- 
rangements are in charge of a special 
convention committee including the presi- 
dents of the two New York groups and 
Messrs. R. Salomon, Henry Fried, J. L. 
Roehrich, I. Lemer, M. J. Schwartz and 
Benjamin Mellenhoff, all of New York 
City. 


Jeweler Dons Khaki 


W. Reynolds Carr, Albany, N. Y,, 
jeweler, is now captain of a National 
Guard unit federalized and training at 
Fort Benning, Ga. An expert on guns, 
Capt. Carr served as an officer in the 
National Guard for some years. 
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Yankee Manufacturers Give Mobile Canteen to English 
At Banquet Where National Unity Is the Keynote 


Patriotism and national unity consti- 
tuted the main theme at the 53rd annual 
banquet of the New England Manufac- 
turing Jewelers & Silversmiths Associa- 
tion held in the Providence-Biltmore 
Hotel, Saturday, Feb. 15. Approximately 
550 members and guests were present. 

One of the highlights of the affair was 
the presentation of a check for $2,200 
to Poyntell C. Staley, secretary of the 
British War Relief Society, for the pur- 
chase of a mobile canteen unit, a gift 
from New England manufacturing jewel- 
ers to the Birmingham Jewelers’ & Sil- 
versmiths’ Association in England. Ben- 
jamin Brier, of Brier Mfg. Co., head of 
the committee which raised the funds, 
made the presentation and told members 
that the unit would contain an inscrip- 
tion on its sides stating that the canteen 
was a gift from American manufactur- 
ers to their fellow craftsmen in England. 

The canteen committee had originally 
planned to have the canteen on hand for 
the inspection of members but were un- 
able to do so. In order to acquaint mem- 
bers with the type of unit given a pic- 
ture of the unit was projected onto a 
large screen in the banquet hall. 

The association had originally planned 
to have as principal speaker Martin 
Dies, head of the Dies Committee for 
Invesfigation of Un-American Activi- 
ties, but due to the sudden illness of 
Congressman Dies, plans had to be 
changed and the association was for- 
tunate in obtaining Congressman “Joe” 
Starnes, of Alabama, a member of the 
Dies Committee. 


Subversive Work Threat to Defense 


Taking as his topic, “The Trojan 
Horse in America,” the speaker told the 
group that subversive activities pres- 
ently constituted the greatest threat to 
national defense and urged a tightening 
of the deportation laws and the outlaw- 
ing of the Communist Party in_ this 
country. To combat Trojan Horse ac- 
tivities, he proposed that diplomatic im- 
munity be curbed, saying that such ac- 
tion would eliminate a situation whereby 
members of German consulates are able 
to finance the dissemination of Nazi 
propaganda. 

President Frederick A. Ballou, Jr.. 
president of the association, touched off 
the theme of national unity when he 
opened the dinner, telling the group that 
“whatever conditions may arise, this as- 
sociation will not be found wanting in 
its support of the national defense pro- 
gram.” 

Congressman “Joe” Martin, of Mas- 
sachusetts, was given a round of ap- 
plause when he was introduced by Toast- 
master Edgar M. Docherty. Martin told 
the jewelers that everybody in Washing- 
ton was united in the determination to 
make this country strong—so strong, in 
a military sense that no power would 
dare to attack the United States. 


Two Governors and a Mayor 


Greetings were extended to the mem- 
bers and guests by J. Howard McGrath, 
governor of Rhode Island; Leverett Sal- 
tonstall, governor of Massachusetts; 
John W. McIntyre, mayor of Attleboro 
and a message of regret was received 
from Mayor Dennis J. Roberts, of 
Providence, who was ill at his home. A 
message of regret was also received from 
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We're not quite sure what the Governor of 
North Carolina said to the Governor of South 
Carolina, but it's safe to assume that Rep. "Joe" 
Starnes of Alabama, right, was giving the low- 
down on un-American activities to Gov. Leverett 
Saltonstall of Massachusetts, when the photog 
snapped them at the NEMJ & SA bnquet. 


Congressman Dies and Mr. Docherty 
read a message which the association had 
dispatched to the Congressman, wishing 
him a speedy recovery. 

Bill Cunningham, prominent Boston 
sports writer, also spoke and carried out 
the theme of nativnal unity, saying that 
what the country needed was some of 
the teamwork which marks the efforts of 
football elevens the nation over. The 
“Golden Rule” is as important in inter- 
national relations as it is in sports, Cun- 
ningham said. He pointed out that many 
college football teams represented the 
merging of many nationalities for a con- 
certed effort and that such a merger car- 
ried out in our national life would make 
the country impregnable. 

Seated at the head table in addition to 
the speakers were Sturgis C. Rice, former 
president of the association and head of 
the banquet committee; Carroll  C. 
Thacher, president of the Attleboro 
Chamber of Commerce; Russell W. Field, 





president of the Providence Chamber of 
Commerce; Frederick T. Widmer, presi- 
dent of the Massachusetts and Rhode 
Island R.J.A.; Leo F. Krussman, presi- 
dent of the National Costume Jewelers’ 
Association; Kenneth I. Van Cott, chair- 
man of the Jewelry Industry Publicity 
Board; Lieut. Allan G. Davenport, aide 
to Gov. McGrath; Col. Daniel Tyler, Jr., 
aide to Gov. Saltonstall; Howard L. 
Carpenter, president of the Jewelers 
Board of Trade; Rev. Robert Schacht, 
who gave the invocation and Edward O. 
Otis, Jr., executive secretary of the as- 
sociation. 

Serving with Mr. Rice on the banquet 
committee were Harold P. Andrews, J. 
Carleton Bagnall, John R. Blackinton, 
Benjamin Brier, Joseph Brooks, Fred 
M. Burton, Matthew T. Dunn, R. L. 
Griffith, Jr., George W. Jenckes, James 
G. Johnston, Harold Klindt, Joseph H. 
Lancor, Donald LeStage, Jr., Edward B. 
McAlpine, J. Robert Meller, John S. 
Moran, Henry A. Peterson, William J. 
Reilly, Raymond J. Rioux, Russell L. 
Rooney, J. C. Seymour, Norman L. Sil- 
verman, Samuel M. Stone, Jr., Raymond 
R. Sturdy and Hayward H. Sweet. 





Could it be politics? Perhaps, but at any rate 

it appears that Rep. ‘Joe’ Martin, minority 

leader of Congress, has both the floor and the 

attention of ''Ted'' Ballou center, president of 

the NEMJ & SA, and Gov. J. Howard McGrath 
of Rhode Island. 





WESGO CASTING MACHINE CRUCIBLES 





tically indestructible. 


CRUCIBLE "A" 


For Kerr Centrifico 
type miachines, $2.50 


589 Bryant Street 





HESE crucibles will outlast ten to twenty ordi- 
nary crucibles under severe service conditions 
encountered in the casting of platinum and iridio- 
platinum alloys. For gold casting, they are prac- 


CRUCIBLE "B" 


For Perfection 
type machines, $2.00 


Order from your dealer, or directly: 


WESTERN GOLD and PLATINUM WORKS 


CRUCIBLE "C” 


For old Style Kerr 
type machines, $2.50 


San Francisco, Calif. 
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In all Schumer-created special 
orders. Masterful designing— 
superlative craftsmanship. Write 


today for free brochure. 











The SCHUMER BROS. Co. 
5 E. 3rd St. (Walsh Building) 
CINCINNATI. OHIO 















Sterling Silver Marcasite Flower 


Watch Pin made for 834 Ligne Move- | 
ments. We do not supply movements. | 


TRADE KD mark 
Write for 1941 Catalog 


KIMLER & DANIEL, INC. 
83 Canal St. New York 











Ready Market For Luxury Goods 
In Spite of Increasing Taxes, 
Economist Tells Jewelry Crafts 


While substantial tax burdens are in- 
evitable as a result of the tremendous 
expenditures for the preparedness pro- 
gram added to the already heavy public 
debt, and while manufacturers of luxury 
goods are faced with a major problem 
in keeping up their volume of business, 
the coming year also has its very bright 
aspects, the Jewelry Crafts Association 
was told at its annual dinner and busi- 
ness meeting, Jan. 29, at the Metropolis 
Club, in New York City. 

William J. Casey, chairman of the 
Board of Editors, of the Research In- 
stitute of America, speaking on the sub- 
ject “The Impact of Defense on Luxury 
Taxes,” told the manufacturing jewelers 


Rawson L. Wood, of 
J. R. Wood & Sons, 
who again heads 
Jewelry Crafts Ass'n. 





that the enormous increase in employ- 
ment, payrolls and volume of general 
business means more spendable income 
in the pockets of the public, so that 
while taxes, rising costs and other prob- 
lems will have to be met, there is also 
a potential ready market for the manu- 
facturer and seller of luxury goods who 
cultivates it strongly and intelligently. 

How to do that was thoroughly ex- 
plained by the previous speaker, John 
W. Darr, vice-president of the Institute 
of Public Relations, whose talk was on 
“Public Relations in Fostering Sales of 
Luxuries.” He stressed the possibilities 
and the importance of proper handling 
of advertising, publicity and relations 
with customers and prospective ones, 
pointing out that public opinion does 
not exist ready made but is created and 
influenced by what people read or hear. 

The meeting closed with a discussion 
of wage and hour and labor problems 
in the jewelry industry and the policies 
to be followed by the association in its 
consideration of these matters. 

The complete slate of officers was re- 
elected for another year. They are as 
follows: Rawson L. Wood, J. R. Wood 
& Sons, Inc., president; William B. 
Ogush, Katz & Ogush, first vice-presi- 
dent; Jacob H. Schaeffer, Shiman Bros. 
& Co., second vice-president; Clarence 
W. Chandler, Robert Stoll, Inc., trea- 
surer; and Henry L. Sperling, executive 
secretary. Four directors also chosen to 
serve with Mr. Wood are: Edward J. 
Gross, B. & E. J. Gross; Jacob Karlan, 
Karlan & Bleicher, Inc., and Nathan 
Newman, Silbermann, Kohn & Wallen- 
stein. 





Tacoma Store Gets New Manager; 
Lt. Weisfield Called to the Colors 


Leonard B. Goldblatt has been nained 
as new manager of the Tacoma, Wash., 
store of Weisfield & Goldberg. He has 
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assumed the post following the death of 
Morey Weisfield, who was manager. Mr. 
Goldblatt joined the staff of the firm’s 
Portland store eleven years ago, and was 
appointed manager of the Spokane store 
a year later, returning to Portland, 
Ore., in 1933 as assistant manager. 

Arthur G. Weisfield, assistant man- 
ager of the Tacoma store, is now hearing 
reveille at Camp Murray, Washington. 
Mr. Weisfield is a lieutenant in the 
Coast Artillery Anti-aircraft Unit, No, 
205. 


Acceptance Firm Opens in Seattle 


A new jewelry financing organization, 
in keeping with merchandising and credit . 
trends of the day, the Jewelers’ Ac- 
ceptance Co., opened offices last month 
at 1005 Vance Bldg., Seattle, Wash. The 
newly-formed organization will extend 
to the local jewelry trade the same 
credit facilities that have been available 
in recent years to the retailers of auto- 
mobiles and appliances. In addition to 
financing jewelry purchases on_ terms 
longer than the “year-to-pay” plan in 
wide use, the company will offer credit 
facilities on allied lines. 


Boy Hits High Mark in H.1.A. Exams 


A remarkable grade, the highest ever 
made in the examinations given by the 
Horological Institute of America, was 
recently made by Eugene B. Heifner, a 
student of the Elgin Watchmakers Col- 
lege. Young Heifner scored 397 out of 
a possible 400 points in his examination 
for the title of Junior Watchmaker. 














Two More New 
Service Rings 





MEN'S HEAVY MILITARY RING 
With Army, Navy or Air Service Insignia 





NAVY OR MARINE RING 


STERLING SILVER @ SOLID GOLD 
14 KT INSIGNIA ON STERLING 
In Silver from $2.25 Keystone 


Weite For Folder 


On full Line, mentioning 
your Wholesaler's Name 


MILITARY RING MFG. CO. 
424 So. Broadway, Los Angeles, Cal. 


(Memo Samples to Wholesalers) 
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Stanley Friedmann, diamonds, formerly 
of 665 5th Ave., is now located in larger 
quarters on the fifth floor at 608 5th Ave. 

Ross, Pennell, Inc., jewelers, opposite 
the Gotham Hotel at 5th Ave. and 55th 
St. for 16 years, have rented a store in 
the hotel. 

Herman J. Leffert is no longer asso- 

ciated with the Helbros Watch Co., 6 W. 
48th St., of which he was former secre- 
tary-treasurer. 
q Harold L. Herzfelder, president of the 
Fan Co., importers at 225 5th Ave., left 
early last month on his annual buying 
trip to the Orient. 

Hy Frackman, diamond setters, and 
the Alsan Carved Wedding Ring Co. 
will occupy larger quarters about April 
1 at 31 W. 47th St. 

q Herman B. Sacks, president of Sacks 
& Perry, Inc., ring manufacturers, 62 
W. 47th St., will make a trip through 
the Middle West during the month. 

q Georg Jensen, Inc., silversmiths at 667 
5th Ave., have installed a clock depart- 
ment, in charge of J. A. Tyler. The 
original line is modest but it is planned 
to expand and to also offer clocks of 
Jensen design. 

q Andrew “Andy” Anderson, for many 
years with the old firm of Bugbee & 
Niles, of North Attleboro, Mass., has 
been placed in charge of the New York 


office of Ripley & Gowen, at 9 Maiden. 


Lane, succeeding Albert Betz on 
March 1. 

q Two new kilns and a new decorating 
kiln have been installed by Theodore 
Haviland & Co., at 26 W. 28rd St. They 
are expected to be in service by March 
15, and will facilitate delivery on a big 
influx of orders, which necessitated the 
installations. 

q Robinson & Sverdlik, precious stone 
importers, 608 5th Ave., will move on or 
about April 15 to larger quarters on the 
fourth floor of the French Bldg., Rocke- 
feller Center, 610 5th Ave. They will 
install new fixtures and have a most 
modern establishment. 

q Larry Lasner of the Lasner Jewelry 
Corp., 65 Nassau St., went north on his 
usual winter vacation. Maurice David- 
son, who has been selling to the retail 
jeweler for 20 years, has joined the 
Lasner firm as salesman. Sheldon Wein- 
berg has been taken off the road to work 
in the office. 

q Athos D. Leveridge, diamond importer 
at 607 Fifth Ave., returned to his office 
on Feb. 21, after two weeks on the road. 
He made a similar trip the previous 
month also, covering New England and 
Mid-western cities. He reported good 
business in January and found retailers 
pretty busy last month with their inven- 
tories. 

q Edward L. Traubner, for 12 years 
associated with Ansen & Co., as a sales- 
man and buyer in the precious stone de- 
partment, on Feb. 20 started a new busi- 
ness to be known as Traubner-Solomon, 
Inc., at 608 Fifth Ave. Richard Sol- 
omon, formerly with Sears Roebuck & 
Co., is partner in the business of buying 
and selling of precious stones and estate 
jewelry. 

q Alfred T. Schickerling, 72, head of 
the New York manufacturing jewelry 
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firm bearing his name, died Feb. 11, of 
a heart ailment, at his home in Scarsdale, 
N. Y. His health had been impaired for 
the last couple of years but he continued 
to come to his office occasionally. The 
deceased, who was also a jewelry de- 
signer, established his business in Maiden 
Lane in 1899. A son, Alfred, associated 
in business with him for 28 years, is con- 
tinuing the business. 

q In a talk over one of the metropolitan 
radio stations, on Jan. 81, G. H. Nie- 
meyer, president of Handy & Harman 
and chairman of the Jewelers Vigilance 
Committee, explained the work of the 
organization and some of the evils 
wrought against the jewelry-buying pub- 
lic which the J.V.C. is trying to elim- 
inate. Mr. Niemeyer commended highly 
Commissioner Alex Pisciotta and _ his 
Bureau of Weights and Measures, for 
its consistent efforts in prosecuting of- 
fending jewelers. 


q Members of the American Gem So- 
ciety, New York Chapter, last month 
heard an illustrated lecture on the min- 
eralogy of natural and cultured pearls, 
by Dr. A. E. Alexander, director of the 
Bureau of Natural Pearl Information, 
Inc., sponsored by Pearl Associates, Inc. 
The chapter’s meeting occurred Feb. 18 
at the Winthrop Hotel, and, as usual, 
followed a dinner. Eight nights later 
many of the members met again for 
dinner and then visited Dr. Alexander’s 
laboratory at 665 Fifth Ave., where they 
were introduced to the various instru- 
ments and methods used to test and 
identify natural and cultured pearls. 


q After a service of over half a century 
with the Gorham Co., Charles R. Parker, 
93 Roosevelt Ave., East Orange, N. J., 
has retired. He began his career with 
the firm in 1889 as a billing clerk when 
it was located at Broadway and 19th St. 
Just 50 years ago he was transferred to 
the Maiden Lane store where he soon 
became manager. In late years he was 
manager of the wholesale department. 
As he was leaving he was presented 
with a sterling Chippendale tray with a 
suitable inscription and facsimile signa- 
tures of his business associates. After 
a few weeks in Asbury Park, N. J., Mr. 
and Mrs. Parker will go to the Sunny 
South to spend the next six months. 


q The manufacture of fine jewelry seems 
to be far removed from work on the 
defense program, yet at least one maker 
of fine diamond and platinum goods is 
doing his bit by providing production 
facilities for some highly essential in- 
struments for the rearming program. 
The manufacturer is J. Mehrlust, 6 W. 
48th St., New York, who has recently 
set aside a part of his facilities for the 
manufacture of fine surgical instruments. 
Mr. Mehrlust did similar work during 
the World War. 

“I feel,” says Mr. Mehrlust, “that I 
want to do something to help, and the 
manufacture of surgical instruments 
which requires careful and accurate metal 
working equipment and artisans, seemed 
the field to which my facilities and skilled 
labor are best adapted. Besides, while 
the making of instruments to cause death 
and suffering is a necessary part of any 
military program, it is equally important 
to produce things to alleviate suffering 
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“ORIENTA” 
CULTURED PEARLS 
of QUALITY 





OMEGA 


THE WATCH OF WORLD 
PRECISION RECORD 


DISTRIBUTORS 
NORMAN M. MORRIS 
WATCH CORP. 
608 Fifth Ave. New York 
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STONE RINGS ENGRAVED 
e@ CRESTS @ DRILLERS 

@ COATS-OF-ARMS @ GEM CUTTERS 
@ SCHOOL AND FRATERNAL EMBLEMS 


Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. Y. 
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Whitelaw Brothers §$ 
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k 
DIAMONDS 


48 West 48th St., New York, N. Y. 








BEAD SPECIALIST 
All Kinds of Genuine Stone Bead Necklaces 
Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 
12 John St., New York City 








SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 














FRIEDMAN GEM CO., INC. 


ROYAL MARCASSITES 


Sizes 1 to 12 


CULTURED PEARL NECKLACES 
ZIRCONS White 2nd Blue, Bancy 


71 Nassau St. New York 








Contracts @ Receipt Books, etc. 
Samples Sent FREE 


S. J. SURNAMER CO.—370-7th Ave., N. Y. 








Grarr, WasHBOoURNE & DuNN 
FINE SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 


142 WEST 14th STREET 
NEW YORK 


























CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 
Our New Improved Line 
Crawford St. Newark, 


Arce CROWN TAGS 


1s N. J. 














VIBRATING 


Of all Precision, Normal, 
Abnormal, Flat, Breguet 
and non-magnetic Hair- 
springs. 24 Hour Ser- 
A trial order will convince you of our 





vice. 
Quality work. 


UPTOWN HAIRSPRING SERVICE 


10 W. 47th St. 


“JADE” 
"The Gem Of Ages’’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


CHINESE GEMS CO. 


20 West 47th St. 


New York, N. Y. 








New York 


EXPERT HAIRSPRING 
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Antique Jeweiry 


: ( Reproductions ) 
“<} Beautifully designed in 
1 Gold, with colored stone 


*"| centers, surrounded by dia- 
* monds; with enameling. 
Send for quotations 


| JOSEPH A. RICH 
- 4 Mfrs. of Plat. & Gold Jewelry 
bj 2 W. 47th ST. 
NEW YORK, N. Y. 

















DTN ES 
REFINISHED 





WRITE FOR 
REVISED 
PRICE LIST 


A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 


116 NASSAU ST. NEW YORK, N. Y. 

















send a Sketch or Model 
of your invention for 


AP LOW =) 

CONFIDENTIAL 
ADVICE [a 

FREE (Apisicy ENT ATTORNEY 


. S. Pat. Off. records searched 
for ANY Invention or Trade Mark 






















A LINE FOR JEWELERS 


502 pieces of handmade sterling silver—men’s, women’s 
and children’s jewelry, gadgets, novelties and table 
accessories. Successfully promoted by leading jewelers. 
Each piece available with raised monogram. Heavy, 
modern, and beautifully handcrafted. Retail from 
$1.50 tc $50. Catalog on request. 


LEONORE DOSKOW 
SILVERSMITH 49 West 27th St., N. Y. C. 




















and I like to feel that my efforts are in 
that direction rather than the other.” 


Diamond Dealers Celebrate 10th Year 


In celebration of its tenth anniversary, 
the Diamond Dealers Club, Inc., New 
York City, planned to hold its initial 
banquet in the grand ballroom of the 
Waldorf-Astoria Hotel, Saturday eve- 
ning, March 1. An attendance of 500 
was expected. Max Jellineck, president 
of the club, was expected to welcome the 
diners. ‘The feature of the evening was 
to be a stage show, followed by dancing. 
Members of the banquet committee were: 
Solomon Joel, chairman, Samuel Welen- 
sky, Jack Bender, Benjamin Schary, 
Dave Marginer, Stanley Friendel, Sam 
Silverstein and Jack Sigman. 


Ross Donaldson Quits the Road 
To Supervise LeStage Factory; 
Al Betz Takes Over His Territory 


A celebration of the election of Ross 
Donaldson as a member of the firm of 
LeStage Mfg. Co., and his appointment 
as superintendent of the factory at 
North Attleboro, Mass., was held by a 
few of his most intimate friends in the 
trade in the nature of a farewell dinner, 
on Tuesday evening, Feb. 24, at the 
Woodstock Tower, New York City. 

Donaldson has been manager of the 
New York office of LeStage. He has 
been identified with the trade for 22 
years, in which time his genuinely fine 


Albert H. Betz 


Ross Donaldson 


character and affable nature has won 
him a warm spot in the hearts of the 
boys on Maiden Lane and the whole- 
salers on whom he called. He is a past 
president of the Maiden Lane Outing 
Club, and the Jewelers Fraternal Asso- 
ciation, and is a member of the Maiden 
Lane Historical Society. 

At the same time it was announced 
that Ross’ bosom friend, Albert H. Betz, 
with whom he shared offices at 9 Maiden 
Lane, will succeed him in his old terri- 
tory with the LeStage line, on March 1. 
“Al” for about 17 vears has been repre- 


| sentative of Ripley & Gowen in the East- 


| ern territory. 


“Al,” too, has been a 


| president of both the Maiden Lane Out- 


ing Club and the Jewelers Fraternal 
Association and is a member of the 24- 


| Karat Club and the Maiden Lane His- 
| torical Society. 





Among those who wished Donaldson 
and Betz “best of luck” in their new 
positions were: Harry A. Kretsch, J. F. 
Sturdy’s Sons Co.; Artie C. McGie, Pit- 
man & Keeler; George Spellmeyer, R. F. 
Simmons Co.; F. Norman Ullrich, Morse, 
Andrews Co.; Ben Staufenberger, Mara- 
thon Co.; Peter M. Fahrendorf and 
Howard H. Hetherington. of The 
JEWELERS CIRCULAR-KEYSTONE. 
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New York Legislator 
Files Bill for Regulating 
Installment Selling 


A_ bill to regulate installment selling 
in New York state has been introduced 
in the State Senate by Sen. Pliny D, 
Williamson of Westchester County. 

Principal provisions of the bill follow: 

One copy of the contract must be given 
to the buyer. Directly above the latter's 
signature in fourteen-point type must 
appear the words, “The seller is required 
by law to give the buyer a counterpart 
ot this contract.” 


[This is 14-point type. | 

Also in 14-point type or larger must 
be the words, “This contract contains an 
assignment of wages,” if the agreement 
contains an assignment clause. 

The remainder of the contract shall 
be printed in clear and legible type of 
at least eight-point size or larger. 

[This article is printed in eight-point 
type.| 

The contract must include an itemized 
statement substantially as follows: 


CO Eee a te Te Beves 
PUVANCE ONOTGE 2 0.0 0060 ciccie of en dk 
Insurance premium (if any). .%...... 
Other charges (itemized) 
Installment purchase price....$...... 
Down payment 
(COR SAS eerie Eee 
CD) AMOWGNCER o..5s hoinine sc De acscciaes 
(ce) Other credits ....0..00: Porcesng 


Balance payable in install- 
GREE Gacoie es hineears we SiG nes reo cies 
The difference between the installment 
purchase price and the cash price is 
2 


ee 


The number of installment payments 
required, the amount of each and the 
date it is due must also be clearly shown. 
The contract must include a statement 
to the effect that all terms and provi- 
sions of the transaction are included as 
well as a statement of each warranty 
made by the seller. If no warranty is 
made, the contract shall so state. 

No contract shall include a waiver by 
the buyer of any of the provisions of 
the bill, nor any lien upon any other 
property than that sold under the con- 
tract. 

When a buyer who is in default has 
paid fifty per cent or more of the in- 
stallment purchase price, the seller may 
either take legal action or repossess the 
goods or sue for the unpaid balance as 
he may choose, but is not permitted to 
do both. He may, however, do both if 
less than fifty per cent has been paid. 

The buyer shall have the right at any 
time to prepay the balance outstanding, 
in which case he shall be credited with 
the proportionate share of the charges 
above the cash price. The act is to take 
effect Jan. 1, 1942. 

Senator Williamson states that he con- 
siders the bill a mild one, designed prin- 
cipally to be sure that the installment 
buyer knows what he is buying and what 
he is paying for credit. “Many people,” 
says the Senator, “do not consider that 
this is sufficient protection but since the 
State has permitted the growth of in- 
stallment selling without any regulation, 
I do not feel that it would be fair now 
to suddenly introduce drastic measures 
to control it. There is, however, in 
course of preparation a bill which might 
be called the ultimate object of those 
desiring to protect the installment 
buyer.” 
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Cincinnati Groups Plan for Year 


Norbert T. Meehan and Herbert C. 
Schwab, newly-elected presidents of the 
Town Criers and Cincinnati Wholesale 
Jewelers and Manufacturers Association, 
respectively, are moving right ahead with 
plans for their organizations for the cur- 
rent year. 

Meehan, who will preside at the Town 
Criers’ next regular meeting late in 
March, has appointed the following com- 
mittees to serve during the year: 

Entertainment, Clarence Loeb, chair- 
man; C. Fisher, M. D. Solomon, Charles 


Herbert C. Schwab 





Jauch and Carl Roos; membership, E. 
Paul Knight, chairman; Melvin Hesse, 
Harold Haerr, Boris Litwin and Robert 
Seifert; grievance, L.. R. Olsson, chair- 
man; Charles Payne, Julian Hesse, 
George E. Brown, Fisher, Solomon and 
Meehan, and publicity, Julian Schwab, 
chairman; Ray C. Eibel, Jake Litwin, 
Charles Stern and B. H. Crowell. 

Meehan has been with D. Jacobs and 
Sons Co. for 18 years, the last 12 of them 
on the road. Schwab, who plans a meet- 
ing of his association for mid-April, has 
been connected with A. G. Schwab & 
Sons, Inc. for 32 years and is now vice- 
president. 


West Side RJA. va Dinner-Dance 


q The annual dinner-dance of the Chi- 
cago West Side R.J.A. on Feb. 19, was 
one of the most enjoyable and successful 
in the history of this active organization. 
The large dining room of the Midwest 
A.C., was filled to capacity by members, 
friends, and their wives and sweethearts, 
including a large representation from 
wholesalers and manufacturers. The 
floor show, directed by Joe Wallace, 
comedian star, and featuring song and 
dance artists of feature shows and night 
clubs, was most enjoyable. For the 
success of the event credit is given A. M. 
Grefenson, Lexington Jewelers & Op- 
ticians; F. L. Kettenhofen, Frank Nerad 
Jewelers; and E. I. Beller, Beller Jewel- 
ers. 


Firm Name Changed 


q Kuperstein & Rabinowitz, 136 S. 8th 
St., Philadelphia, have changed their 
firm’s name to Kuperstein & Robbins. 
Mr. Rabinowitz changed his name to 
Robbins several years ago and the firm 
name is now being changed accordingly 
to avoid confusion. 





PEARLS FIT FOR A QUEEN... 


From the South Seas and the 
Orient, Cultured Pearls in Neck- 
laces and Jewelry of all kinds. 


Imperial Pearl Syndicate 
607 Fifth Ave. New York 
5 No. Wabash Ave. Chicago 
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Justice Department Attacks 
Miller-Tydings Act 
And Urges Its Repeal 


For the first time since enactment of 
the Miller-Tydings Resale Price Main- 
tenance Act in 1937, the Justice Depart- 
ment has recommended repeal of the law 
on the grounds that it has not measured 
up to its avowed purposes, and has 
opened the way for violation of the anti- 
trust laws. 

Repeal of the act was urged by Assis- 
tant Attorney General Thurman Arnold, 
head of the anti-trust division, when he 
appeared recently before the Temporary 
National Economic Committee and sub- 
mitted an immediate and a _ long-run 
program for anti-trust enforcement as 
well as proposed legislation to make 
anti-trust enforcement more effective. 
Marking the first time that a spokesman 
for the Justice Department has com- 
mented on the Miller-Tydings Act since 
its passage, Mr. Arnold said of the 
three-year-old law: 

“Already the record shows that it does 
not serve the purposes which were urged 
upon Congress as a reason for its pas- 
sage, that it sanctions arrangements in- 
consistent with the purpose of the anti- 
trust laws, and that it becomes a cloak 
for many conspiracies in restraint of 
trade which go far beyond the limits 
established in the amendment.” 

Justice Department investigations dis- 
close that, while Congress forbade 
competitors to get together to fix resale 
prices, extending its sanction to vertical 
but not to horizontal price fixing, “hori- 
zontal collusion in violation of the law 
has been an indispensable part of the 
movement for resale price maintenance. 
Committees of wholesalers and retailers, 
the memorandum said, have sought to 
force all competing manufacturers to 
issue contracts and have set up systems 
for the review and approval of the con- 
tracts issued. 


C.J.A. Hears How the Draft Works 


After a recess since last November, 
the monthly luncheons of the Chicago 
Jewelers Association were resumed on 
Feb. 20, dining at the Palmer House, with 
about 75 in attendance. President Myron 
Kelly presided at a brief business ses- 
sion during which Electric City Box Co. 
and Warren-Telecron Clock Co. were 
elected to membership and R. Schell 
Hulbert, treasurer, reported on finances 
and Thomas McMahon, chairman of the 
banquet committee, gave details of their 
work on the banquet in January. Presi- 
dent Kelly then introduced Paul G. 
Armstrong, Director of Selective Service 
for the State of Illinois and Post Com- 
mander of the American Legion for the 
Department of Illinois, who gave a very 
interesting talk on Selective Service and 
its methods of operations. 


Bowen Is Really Hitting the Ball 


Making three successive holes in par, 
C. W. Bowen, of the Bowen Jewelry Co., 
Lynchburg, Va., heard his friends say, 
“Now, we'll bet you crack up!” Instead, 
Bowen scored a hole in one on the 155- 
yard, par three, 14th hole of Oakwood 
Country Club course. 

Bowen has something else to be happy 
about. Last month the Lynchburg Com- 
munity Chest campaign went over the 
top as the result of a donation from the 
Kiwanis Club, of which he is president. 
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MAX GROSS & CO. 
CERTIFIED PUBLIC ACCOUNTANTS 


17 John St. 
MAX GROSS, C.P.A. 


New York, N. Y. 
ISIDORE RUBIN, C.P.A. 














Get This Service! 
STEP-UP SALES! 


Sales boom when you use ovr 
beautiful monthly credit store 


DISPLAY CARD and 
PRICE TICKET SERVICE 
Includes each month several 
hundred Display Cards and Price 
Tickets in up to 5 colors, many 
with powerful sales copy. Con- 
fined to ONE jeweler in a com- 
munity. $6.45 a month on yearly 
basis. Write for Service today on 


: 10 DAYS FREE TRIAL 
WOLFSHEIM & SACHS  mnc. 


Dept. J, 20 West 47 St., New York 



















GOLD 
and 


SILVER 
1 PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


WM. HERTEL & CO., Inc. 


Silversmiths & Platers 
17 W. 45th St. 
New York City 

“22 years at the same 

address” 
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(After ) 














“The Mail Order House” 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR CATALOG C 


DEAN COMPANY 


87 NASSAU ST., NEW YORK, N. Y¥- 




















— WATCH REPAIRING — 
For the Trade 
Prompt Accurate Service 
EXCHANGE WATCH REPAIR CO. 


155 CANAL ST. NEW YORK 























BYARD F. BROGAN 


Manutacturer of Distinctive Diamond 


Mountings and Wedding Rings 
805 Sansom Street « Philadelphia 











a 
Elgin—Hamilton—Waltham Watches 
Seth Thomas—Westclox 
Waltham Clocks 


Serving the Trade Since 1857 
906 Chestnut Street, Phiiadelphia 








JUST OFF PRESS! 


Our 1940-1941 Catalog 
FEATURING 
Swiss and American 
Genuine Watch Materials 
Watch Cases—Watch Bracelets 
Watch Straps—Tilmore Watches 
SEND FOR YOUR COPY 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 


134 S. 8th St. Philadelphia, Pa. 








ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 


From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 











ELGIN & BELMAR 


ee W ATCHES 


LOUIS SICKLES 


1015 Chestnut St., Philadelphia, Pa. 
‘Wholesale Distributorstothe Trade" 


TON 


CREATORS OF ARTISTIC 
HAND MADE 
IRIDIUM PLATINUM MOUNTINGS 


F. X ZIRNKILTON 248i2teetx 


PHILADELPHIA 




















q J. M. Clawson, retail jeweler of Potts- 
ville, visited Philadelphia, Feb. 17, on a 
buying trip. 

4q Mr. and Mrs. G. W. Hurlburt, of H. 
O. Hurlburt & Sons, spent two weeks at 
Atlantic City, last month. 

q Mr. and Mrs. Isaac Shifren, of 734 
Sansom St. left Feb. 14 for a three-week 
stay in Miami Beach, Fla. 

q Charles A. Hammer, jeweler, of 4309 
N. Franklin St., was appointed foreman 
of the February Grand Jury. 

q Cooper Bros., of 711 Sansom St., last 
month were engaged in extensive build- 
ing and office alterations. 

q Funeral services for Richard Richards, 
of Lehmkuhl’s, 58 W. Chelten Ave., were 
helu Feb. 38. 

q Alex Lopatin, of 738 Sansom St. was 
elected treasurer of the Philadelphia 
Council of the American Jewish Con- 
gress, Feb. 16. 

q Jack Kellmer, of Jack Kellmer, Inc., 
706 Sansom St., and his bride returned 
last month after a four-week wedding 
trip to Florida. 

q David Paul, wholesale jeweler of 
Memphis, Tenn., visited his brother, 
Harry Paul, of 721 Sansom St., last 
month. 

q John M. J. Costello, of 731 Sansom 
St., moved to temporary quarters, Feb. 
15, at 725 Sansom St. to await comple- 
tion of new quarters at 727 Sansom St. 
q Jerome Atlas, of D. Atlas & Co., 721 
Sansom St., was to leave Feb. 28 for a 
week’s stay in Havana. William Fisher, 
of 721 Sansom St., and Mrs. Fisher, re- 
turned last month from a trip to Miami. 
4D. Philip Baltin, of Aisenstein & Gor- 
don, 714 Sansom St., and Miss Elisabeth 
Berkowitz were to be married Feb. 23 
and to leave the following day for a 
wedding trip to Miami Beach, Fla. 

q Fred Weisberg, of the House of Mil- 
ner, 728 Sansom St., and secretary of 
the Sansom Street Young Men’s Busi- 
ness Association, announced his engage- 
ment to Miss Jane Leschin last month. 

q J. Lipschutz now is representing Louis 
Sickles, 1015 Chestnut St., and the Bel- 
mar Watch Co. in the New York and 
metropolitan area with offices at 22 W. 
48th St., New York. 

4 After smashing the window of the 
Stanley C. Little jewelry store at 510 
W. Chew St., Germantown, a thief seized 
two zircon rings valued at $75, Feb. 4, 
and escaped. Little said his store was 
robbed of $500 in jewelry in June, 1939. 
4 Miss Pearl Cooper on Feb. 17 joined 
the staff of her father, Fred J. Cooper’s 
jewelry store, which is moving on March 
1 to a larger and more modern store at 
109 S. 13th St. The store for the past 
14 years was at 113 S. 12th St. 

q A thief who broke the display window 
scooped up 11 rings behind the glass at 
the jewelry store of Rowland A. Kenna, 
6609 Rising Sun Ave., Feb. 12. Loss 
was placed at $150. Kenna chased the 
man a block but he escaped. 

q Leon Sickles, of M. Sickles & Sons, 
Inc., 904 Chestnut St., and Mrs. Sickles, 
returned Feb. 17, from a two-week trip 
to Florida. Sidney Winniker, of the 
Sickles firm, was to join the 28th divi- 
sion, Pennsylvania National Guard, at 
Indiantown Gap, Feb. 28, for training. 
q Robert Frain, of H. O. Hurlburt & 
Sons, 817 Chestnut St., left Feb. 18 for 
a three-week trip to Florida. He was 
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Frain. 


by Mrs. 
Washington and 
representative for the firm, and David 


David 
Southern 


accompanied 
Goldstein, 


Gersh, city man, were to leave for 
Florida at the end of the month, ac- 
companied by their wives. 

q Samuel Kind, of S. Kind & Sons, 
Broad and Chestnut Sts., is now at the 
U. S. Army training camp at Fort Sill, 
Okla. He is connected with the anti- 
tank battery of the Ist battalion, 77th 
Field Artillery. Oscar Kind, Jr., Her- 
bert Windt and Herbert Wendler at- 
tended the dinner held in connection with 
the Northeast Regional ANRJA Con- 
vention in Boston, Feb. 9-11. 


Pennsylvania Horologists to Meet 


In Philadelphia on March 16 


The Horological Guild of Philadelphia 
will be host, March 16, to the third an- 
nual convention of the Horological As- 
sociation of Pennsylvania. Watchmak- 
ers from all sections of the state, 
whether members or not, are expected to 
attend the full day of sessions at the 
Benjamin Franklin Hotel. A _ banquet 
will be held at 6:30 p.m. Registra- 
tion at 9 a.m. will be followed imme- 
diately by a state directors’ meeting. 

Displays by wholesalers, entertain- 
ments, music and technical talks will be 
other highlights of the convention pro- 
gram, declared H. R. Pedrick, chairman 
of the Philadelphia Guild’s arrangements 
committee. An outstanding attraction 
the gigantic watch made by O. E. Miller, 
watchmaker of suburban Jenkintown, 
Mr. Miller made his model exactly 100 
times regular watch size. 

The following state association officers 
are expected to attend the convention: 
George Niesslein, president; H. O. Er- 
win, vice-president; J. P. Sommer, secre- 
tary, and D. A. Kaufman, treasurer. 

Assisting Mr. Pedrick on the local 
committee are: O. E. Miller, H. C. Holtz, 
Edward Miller, Robert Franks, Robert 
T. McConway, president of the Philadel- 
phia Guild; Charles Vogel, David Wit- 
kin and E. Britten. 
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SILVER POLISH 
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Write for free sample. 
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545 Third Ave. Brooklyn, N. Y. 
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PROVIDENCE 


q Directors of Gorham Mfg. Co. have 
voted a dividend of 50 cents a share on 
the capital stock, payable March 15 to 
stockholders of record March 1. 


R. F. Simmons Co., Attleboro, dis 

tributed approximately $11,000 to its 
employes in the form of a bonus follow- 
ing the closing of the books for the year 
1940. Harold E. Sweet stated that the 
bonus represented the equivalent of two 
weeks’ pay for the workers. 
q The Army Depot in Philadelphia has 
awarded a contract to Cohn & Rosen- 
berger, Inc., for 5000 collar insignia at 
5.88 cents each and 21,000 at 6.88 cents 
each, bringing the total contract to 
$1678. The company had previously been 
given a collar insignia contract totaling 
$24,097. 

Two new concerns have been incor- 
porated in Providence for the manufac- 
ture of jewelry. The Harwood Mfg. 
Co. has been incorporated by Samuel H. 
Workman, Louise Mollo and Anthony 
Susi. James H. Feeley & Co. has been 
formed by William A. Wallace, George 
O. Jordan and George A. McCann. 


q Selectman Donald A. Barrows, of 
North Attleboro, informed the Republi- 
can ‘Town Committee that under no 
circumstances would he be a candidate 
for reelection to that office. Mr. Bar- 
rows, head of the H. F. Barrows Co., 
jewelry makers, recently was elected 
president of the Manufacturers National 
Bank and plans to devote his entire at- 
tention to the affairs of the bank. 

q The Brier Manufacturing Co., jewelry 
makers, will be tenants in a new build- 
ing to be constructed here and for which 
building permits have already been taken 
out. The new structure, to be built by 
the Nemo Realty Co., will be three 
stories high, of brick and reinforced con- 
crete and will be located at Richmond 
and Tallman Sts. The building, to be 
95 by 78 feet, will be absolutely fire- 
proof and will cost in the neighborhood 
of $60,000. 


q Payrolls in the Rhode Island manu- 
facturing jewelry and silverware indus- 
try aggregated $1,274,844 during the 
month of January, according to a report 
by the Federal Reserve Bank of Boston. 
The total, while reflecting a sharp cur- 
tailment from the pre-Christmas rush 
period when payrolls were larger by 
17.5 per cent, indicated that the industry 





Corl? 
250 Sterling Charms in Itllustrated Catalog on request 
WELLS MFG. CO., ATTLEBORO, MASS. 





REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
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is much more active than it was in Janu- 
ary last year, the 1941 figure being 
nearly 20 per cent larger. 


q The jewelry and silverware industry 
ranks third among Rhode Island’s indus- 
tries, according to the annual report of 
the State Department of Labor. The 
report showed that as of last October 
approximately 62.5 per cent of all em- 
ployes in the state were engaged in 
three industries, textiles, metal and ma- 
chinery and jewelry. There are 66,160 
persons listed as employed in the textile 
industry; 26,300 in the metal and ma- 
chine trades and 19,513 in the jewelry 
industry. 


qT. W. Foster & Bro., Inc., successor 
to the former jewelry manufacturing 
firm of that name, has been incorporated 
with factory at 389 Charles St. Col. G. 
Edward Buxton, prominent Rhode Island 
textile manufacturer, is president of the 
new concern and Francis Taylor is 
treasurer. Edward G. Fletcher will be 
secretary of the company, which has an 
authorized capital of $159,500. Opera- 
tions will start immediately on the man- 
ufacture of metal parts for military 
and naval use. The plant will have suf- 
ficient capacity to employ about 400 
persons on a single shift basis. 


q Adolf Meller Co., stone dealers, im- 
porters and more recently manufactur- 
ers, cutters and _ polishers of  semi- 
precious stones, has removed plant op- 
erations to one of the buildings formerly 
owned by the U. S. Finishing Co., on 
Charles St. The Meller concern, for- 
merly located on Fountain St. in a busi- 
ness block, found itself increasingly 
pressed for working space as the manu- 
facture of stones was broadened, a 
spokesman for the company said, and 
finally was forced to seek larger quar- 
ters. More than 80 persons are cur- 
rently employed in the Meller lapidary. 


Window Smashed During Store Hours 


q Five minutes before the store was 
scheduled to close for the night on Jan. 
30, a thief smashed the main display 
window of the Baird-North jewelry 
store on Weybossett St. and made away 
with 12 diamond rings valued at about 
$5,000. The theft was made while eight 
persons were in the store, including 
Richard Fenton, of Newton, Mass., pro- 
prietor of the store, Benjamin B. Wolf, 
manager, four clerks and two customers. 
The thief used a five-pound can of honey 
to smash the window and the heavy can 
damaged another ring. Store officials 
said the stolen rings were among the 
most valuable in the store and would 
have been locked up for the night within 
a few minutes. 


Wholesalers’ Convention 
In Providence, June 5, 6 


On the invitation of the New England 
Manufacturing Jewelers’ and _ Silver- 
smiths’ Association the 34th annual con- 
vention of the National Wholesale 
Jewelers’ Association will be held in 
Providence, R. I. Sessions will be held 
at the Providence-Biltmore Hotel, Thurs- 
day and Friday, June 5 and 6. Program 
details will be announced in later issues. 
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To Grace the Dinner Table 
or Office Desk 


Silk flag, 4” x 6”, raises and lowers 
on gold halyards. Non-tip metal 
base and staff 1344” tall, all chro- 
mium. Gift boxed. $7.20 dozen 
direct or from these distributors: 

D. C. Percival & Co.... Boston 


The Ball Company...... Chicago 
E. W. Reynolds Co...... Los Angeles 
Gleeson Jewelry Co...... Louisville 


A. Cohen & Sons Corp...New York City 


or your favorite wholesaler 


OHLSON METAL PRODUCTS CO. 
WALTHAM, MASS. 
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QUALITY FLANNEL BAGS AND 
ROLLS THAT ARE 


NON-TARNISHING 


ACCURATE BINDING CO., INC. 
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BRINGS IN BUSINESS! 
Builds Good-will! 


Beautify your windows, increase 
sales with our monthly credit store 


DISPLAY CARD and 
PRICE TICKET SERVICE 
Includes each month several 
hundred Display Cards and Price 
Tickets in up to 5 colors, many 
with powerful sales copy. Con- 
fined to ONE jeweler in a com- 
munity. $6.45 a month on yearly Js 
basis. Write for Service today on S 


10 DAYS FREE TRIAL, Bp 
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SWEETHEART CHARM 
BRACELETS and 
NECKLACES 


in a wide variety of styles 


Cash in today on the Biggest Selling 
Novelty in the jewelry world. 


Complete stocks on hand insure im- 
mediate delivery of your rush orders. 
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BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY’”’ 


ESTABLISHED 1885 


ALBERT S. SMYTH CO. 
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A Finer Grade of Work by Experienced Craftsmen 


SYRACUSE SILVER COMPANY 
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q Walter Ejinig, well-known Atlanta 
watchmaker, is in Veterans’ Base Hospi- 
tal 48, following a sudden heart attack. 
q Charles Erkes, retailer on Light St., 
Baltimore, is home again following a 
vacation trip to Florida. 

q Morris Levinson, Gastonia, N. C., was 
among the retailers who recently visited 
the Baltimore and New York markets. 
q Ned Cohen, of Greensboro, N. C., 
stopped in Baltimore on his way home 
from a trip to New York. 

q E. A. Morgan, of the E. A. Morgan 
Co., Atlanta, and secretary-treasurer of 
the Georgia R.J.A., has returned from 
a two-weeks’ trip to Florida. 

q Gerald Heller Castelberg, of the Cas- 
telberg Jewelry Co., Baltimore, and Mrs. 
Castelberg are back home after a jour- 
ney to Texas and California. 

q The Baltimore colony at Nassau last 
month included Norman Green, of 
Greenebaum & Sons, Baltimore, and 
Mrs. Green. 

q Sidney Kosch, of Spartanburg, S. C., 
made a trip to Baltimore and New York, 
to visit the wholesale and manufactur- 
ing districts. 

q Louis Green, Fayetteville, N. C., was 
among the recent Baltimore visitors. He 
extended his travels to New York, ac- 
companied by Mrs. Green. 

q Ed Sheller, with Leon Levy, of 316 
West Lexington St., Baltimore, is re- 
ceiving congratulations on his recent 
marriage. 

q David Milhouser, of Castleberg’s, Park 
Ave. and Lexington St., Baltimore, has 
been celebrating his 35th wedding anni- 
versary by going to Atlantic City with 
Mrs. Milhouser. 

q Howard Heiss, a retailer at Hampton, 
Va., who enjoys a large measure of 
popularity, had been seeking recreation 
in Florida, but is now back again behind 
the counter. 

q The stock and fixtures of the L. H. 
DeLoach Jewelry Co., Savannah, Ga., 
were heavily damaged on Feb. 5, when 
fire swept through the three-story build- 
ing occupied by the company. Origin of 
the fire was not determined. 

q Jay Engel, president of J. Engel & 
Co., Inc., Baltimore wholesalers, has been 
spending four or five weeks in Havana, 
Cuba, with Mrs. Engel. On their way 
home they intend to make a short stop 
in Miami. 

q Ben Kingoff, owner of a store at 
Wilmington, N. C., has gone to Miami 
Beach with Mrs. Kingoff for a vacation. 
Adolph Kingoff, of Danville, Va., and 
Mrs. Kingoff also have been registered 
there. 

q William T. Smyth, a son of Albert S. 
Smyth, of the Baltimore wholesale com- 
pany, has been sent as salesmen into 
North and South Carolina to take the 
place of his brother, Lester Smyth, who 
has joined the army and been made a 
captain. 

q Alvin J. Baum, of Bam’s, retailer 
jeweler of Richmond, Va., and Mrs. 
Baum have made a trip to Mexico City. 
On the way down they stopped at Mr. 
Baum’s former home in Humboldt, Tenn., 
where he celebrated his birthday with 
members of the family. 

q January was the biggest January for 
marriages in Baltimore since 1900. There 
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were 926 licenses issued, as compared 
with 597 issued in the same month of 
the previous year, so it would appear 
that 1941 should be a boom year for 
wedding merchandise. 

q The Kay Jewelry Co. of Charlotte, 
N. C., gave its employees an annual ban- 
quet, Feb. 13, at Red Fez Club, with Col. 
Lewis Bernstein, manager, presiding. 
About 45 members of the organization 
attended, including a delegation from 
Greensboro, N. C. 

q Mr. and Mrs. Sam Antin, Jr., of the 
L. C. Antin Jewelry Co., of New Or- 
leans, and their daughter, Mrs. Joseph 
Zinn, of Fort Wayne, spent a winter 
vacation in Miami. Walter Antin, of the 
same firm, has been called to duty with 
the Marine Corps, in which he was a 
reserve officer. 

q The newest of Peikin Galleries, lo- 
cated in New York, Paris, London, and 
Atlantic City, was recently opened at 
923 Lincoln Road, Miami Beach. The 
Atlantic City store, located on_ the 
Boardwalk in the Traymore Hotel block, 
was recently modernized. The Paris 
and London branches are temporarily 
closed. 

q First prize in a window display con- 
test held in connection with the National 
Peanut Festival in Suffolk, Va., recently 
went to the Brewer Jewelry Co. The 
display showed a miniature peanut pack- 
ing plant, with workers loading sacks 
of peanuts on a toy railroad, and a pea- 
nut picker and stacks of peanuts in a 
field in the background. 

q The Baltimore R.J.A., of which J. H. 
Schwarz is the president, is still working 
on an ordinance to be introduced in the 
City Council and designed to make 
the recovery of installment goods and 
stolen valuables easier. The committee 
of the organization has conferred with 
legal talent with the end in view of in- 
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creasing also the chances of averting 
losses and has reported progress, but 
further discussion of the various points 
is still deemed advisable. 

q Roy E. Norveli, vice-president and 
store manager for Myron E. Freeman 
and Bros., Atlanta, has been called into 
active service in the United States Army 
and has secured leave of absence from 
the store for the “duration” of the pres- 
ent defense program. He held a com- 
mission in the Officers’ Reserve Corps 
and will serve as a captain in the army. 
He will leave immediately for Camp 
Blanding, Fla., and expects to be trans- 
ferred after a short time to Panama, 
where he will serve with troops defend- 
ing the Canal Zone. 

q With the removal of the sidewalk 
clock which stood for years in front of 
the Myron E. Freeman and Bros. store, 
at 103 Peachtree St., Atlanta, the last of 
these time-honored symbols of the retail 
jewelry store has disappeared from 
Atlanta’s business thoroughfare. Not 
so long ago, Peachtree Street was graced 
by four or five sidewalk clocks . . . those 
of Myron E. Freeman and_ Bros., 
Schneider and Son, and Maier and 
Berkele, standing almost side by side 
(and keeping almost the same time)! 
But traffic demands and the difficulty of 





and the SOUTH 


upkeep caused their demise. 

q W. H. Wouters, who owned and oper- 
ated the Allied Jewelers, Inc., in At- 
lanta from 1925 to 1932, has returned to 
that city and opened the Walters 
Jewelry Co. at 611 Georgia Savings 
Bank Bldg., where he will offer a dia- 
mond-setting, manufacturing jewelry and 
jewelry repair service to retail jewelers 
of the Southeast. Mr. Wouters had re- 
tired, and was living in Amsterdam, Hol- 
land, his native city, when the German 
invasion caught him there. He was com- 
pelled to leave his home and most of his 
property there, and it took him five 
months to secure permission to leave the 
country with his family ... but he con- 
siders himself lucky to be able to start 
work again in the United States. 


The discussion of legislation pertain- 
ing to watchmakers will be one of the 
principal topics to be discussed at the 
annual convention of the Horological 
Association of Virginia, to be held at 
the Hotel Roanoke, Roanoke, Sunday, 
May 25. The morning session will begin 
at 10 a. m. and after a luncheon and 
motor tour of the city another session 
will be held. 





2 Executive Board of R.J.A.'s of Greater 
New York Banquet 
2-4 Central Division, A.G.S., Conclave 
9-11 Eastern Division, A.G.S., Conclave 
10-14 Boston Gift Show 
15-16 — Watchmakers Association conven- 
ion 
16 Pennsylvania Horological 
convention 
17-19—California R.J.A. Convention 
23-24 Texas R.J.A. 
24-27 Philadelphia Gift Show 
30-2 Southeastern Regional ANRJA conven- 


tion 
31-4 Pittsburgh Gift Show 


Association 


19-20 New York State Watchmakers conven- 
tion 

20-21 Washington State R.J.A. convention 

20-21 Minnesota R.J.A. 

20-21 Nebraska R.J.A. convention 

20-22. North Carolina & Virginia R.J.A. joint 
convention 

20-22 Arkansas R.J.A. convention 

20-22 Michigan R.J.A. 

27-29 Florida R.J.A. convention 


5-6 Wisconsin R.J.A. convention 
12-13 Illinois R.J.A. convention 
18-20 Horological Institute of America con- 
vention 
19-20 New York State R.J.A. convention 
25 Virginia Horological Association con- 
vention 


5-6 National Wholesale Jewelers Associa- 
tion convention 





CALENDAR OF COMING EVENTS 
MARCH 


APRIL 


MAY 


Hotel Roanoke 


JUNE 


Hotel Astor New York 

Statler Hotel St. Louis, Mo. 

Robert Treat Hotel Newark, N. J. 

Hotel Statler 

Neil House Columbus 

Hotel Benj. Franklin Philadelphia 
San Jose 

Hote! Texas Fort Worth 

Hotel Benj. Franklin 

Hotel Ansley Atlanta, Ga. 


Hotel William Penn 


New York City 
Hotel Winthrop Tacoma 
Hotel Radisson Minneapolis 
Hotel Yancey Grand Island 


Greensboro, N. C. 
Little Rock, Ark. 


Hotel Hays Jackson 
Jacksonville 
Hotel Schroeder Milwaukee 


Fox Hotel Elgin 

Academy of Science Washington, D. C. 
Hotel Palatine Newburgh 
Roanoke 


Providence-Biltmore Providence 








$ CASH $ 


WE pay highest cash prices for all 
kinds of solid silver, flat and hollow 
ware, new and used, active and 
obsolete. 

@ Send us your trade-ins and odds 
and ends which you wish to close 
out and you will be agreeably sur- 
prised. Check mailed same day 
shipment is received and silver held 
intact awaiting your decision. @ In 
case shipment is returned, we insure 
it and pay transportation charges. 
@ No shipment too large or too 
small for our prompt attention. 


JULIUS GOODMAN & SON 


77 Madison St. 
Memphis, Tennessee 
Reference: First National Bank, Memphis. 


We cooperate with jewelers wishing obso- 
lete and inactive patterns. 
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“I KNEW IT 
COULD BE DONE 
the AMERICAN WAY! 


KD Nu-Emp CRYSTALS are superior 
to the best imported brands, yet are 
priced no higher! 

Your customers will welcome an 
American made product in place 
of imported ones. 


* 


If your jobber cannot supply KD Nu-Emp 
Crystals, write for samples and prices. 
Attractive counter display available at 
no cost. 
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22-24 Indiana R.J.A. convention — Lick Springs French Lick san work—Guaranteed, Basal price ‘Breine 
22-24 = Horological Association con- Duluth, Minn. pated Hage Gold, $4.50. Prom . 
AUGUST ART PLATING WORKS 
s 416 E. 8th St., Los Angeles, Calif. 

24-28 ANRJA-NACJ Combined Trade Show Hotel Sherman Chicago Silversmiths and platers 

and conventions Est. 1921. Formerly with Shreve Co., and the 
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CUPS — SPORT BALLS 
CATALOGS SENT ON REQUEST 


10 S. Wabash Ave. Chicago, Ill. 
JEWELRY BOXES 
COMPLETE LINES FOR THE 
F. H. NOBLE & COMPANY 


| TROPHIES — MEDALS 
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CHICAGO. 


q Richard “Dick” Kannaly, of Juergens 
& Andersen Co., left early in February 
for a month’s cruise in the Carribean 
and adjacent waters. 

q E. R. Rodriguez, representing Harvey 
& Otis in the Chicago territory, has 
moved his office from 10 S. Wabash Ave. 
to Room 1205 of the Heyworth Bldg. 

q Hans Bagge, C. G., of Chicago, was 
the speaker at the meeting of the Mil- 
waukee Guild, A. G. S., on Feb. 20. His 


lecture on “The Appreciation of Dia- ' 


monds” was illustrated with slides show- 
ing diamond jewelry. 

q L. Brown and wife, Fairbanks, Alaska, 
came to Chicago last month by airplane 
and after a visit here continued to New 
York and other eastern cities, combining 
vacation and business. Mr. Brown ex- 
pects to be back at his store in April. 

q George J. Fischer, Clinton, Iowa, who 
for many years represented M. Fred 
Hirsch Co. Sheffield silver throughout 
the Middle West to and including the 
Pacific Coast, has resigned and will now 
devote his entire time to the manage- 
ment of his retail business, Brumer- 
Fischer Co. in Clinton. 

q Francis Eubank, representative for A. 


| C. Becken Co. out of its Tampa, Fla., 


office, came to the home office for a visit 
last month and was accompanied by 
Russell Smith, proprietor of the Ada- 
lusia Jewelry Co., Adalusia, Ala. On 
Feb. 16, Mr. Smith enjoyed seeing snow 
for the first time in his life. Former 
trips to Chicago were ..‘ways in summer. 
q An explosion in the yard of the Gold- 
smith Bros. Smelting & Refining Co. at 
1300 W. 59th St. blew out n-any windows 
from several of the compai.y’s bu.:dings 
and nearby residences. No one was in- 
jured. The explosion resulted from the 
overturning of a metal slag pot placed 
outside the smelting department to cool. 
The molten slag spilled into a pool of 
water. 

q Major J. T. Montgomery, of M. A. 
Mead & Co., accompanied by Mrs. Mont- 
gomery, left Chicago on Feb. 14 by auto- 
mobile for Los Angeles, where they have 
taken an apartment and will remain for 
two months, or until the golf courses 
around Chicago are in good playing con- 
dition. Their son, Mead Montgomery, 
and family, joined them early in March 
for a few weeks’ vacation. 


Illinois R.J.A. Convention in May 

q At a meeting of the Board of Direc- 
tors of the Illinois R.J.A. on Feb. 17 it 
was decided to hold the annual conven- 
tion this year at Elgin, Ill., on Monday 
and Tuesday, May 12 and 13, with Fox 
Hotel as headquarters. Cooperating with 
Elgin retail jewelers, Elgin National 
Watch Co., Illinois Watch Case Co. and 
other institutions of that city, an elab- 
orate program of business and enter- 
tainment is being planned. 

q The Fraternal Association of Chicago 
Jewelers met in Room 421 of The Silver- 
smiths Building, Saturday afternoon, 
March 1, and ratified the selections of 
the nominating committee. The new of- 
ficers named were: S. E. Friedland, Hart 
Jewelry Co., president; Ed T. Boes, The 
Ball Co., vice-president; John G. Leiner, 
Benj. Allen & Co., secretary-treasurer, 
and directors, Jack F. Casey, National 
Jeweler; Sidney Levinson, I. Levinson 
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& Son; E. L. Imhoff, Ripley & Gowen 
Co., and Ray Rust, R. Rust Co. Only 
two members died in 1940, one in No- 
vember and one in December, and were 
the first deaths since March, 1939. See- 
retary-Treasurer John Leiner reported 
a surplus in bond and cash of $12,500 
and because of this it was decided to 
suspend dues in 1941. 


20th Annual Golden Roosters 
Banquet is Gala Affair; 
McGreevy Installed Chanticleer 


The beautiful new Gold Coast room 
of the Drake Hotel was the setting for 
the 20th annual dinner dance of the 
Golden Roosters of Chicago, held on 
Saturday evening, 
Feb. 22. Nearly 
400 members, their 
wives, sweethearts 
and guests, par- 
ticipated in this 
deluxe social event 
of the industry in 
Chicago. 

Preliminary — to 
the dinner a recep- 
tion was held in 
the French Room 
where _ cheering 
refreshments and 
hors d’oeuvres were 
served. “Ah” was 
the universal ex- 
clamation as guests 
entered the  ban- 
quet room, so ex- 
quisitely arranged 
under the direction of Chairman Dave 
Newman, Leland Fay and Al Lauschke, 
the banquet committee. At each plate 
was a tall silvered tube surmounted by 
a rooster and holding the red, white and 
blue menu and names of the newly- 
elected officers. The souvenir for each 
lady guest was a combination perfume 
and powder set in a beautiful container. 

When justice had been done _ the 
savory menu, retiring Chanticleer Max 
Cohn called on the wrecking crew to 
assist in the installation of the new of- 
ficers who are: William McGreevy, Ostby 
& Barton, Chanticleer; Alvin Lauschke, 
Thos. J. Dee & Co., Keeper-of-Nest- 
Eggs; and Jack Casey, National Jeweler, 
Scratcher. Then followed an entertain- 
ing program of vaudeville by talent from 
Chicago theatres and night clubs. There 
was dancing throughout the evening and 
far into the night. 


WM. McGREEVY 
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Trade Groups of Milwaukee 
Hold Jolly Get-together 


The fifth annual get-together dinner 
and frolic given by members of the Mil- 
waukee Wholesale Jewelers Association, 
the Milwaukee District Retail Jewelers 
Guild, the Milwaukee Watchmakers 
Guild and the Milwaukee Gem Guild 
was held at the Elks Club in Milwaukee, 
Jan. 28. 

More than 300 were present and when 
the bountiful chicken dinner had _ been 
disposed of, William Schwanke, of 
Schwanke-Kasten Co., was introduced as 
toastmaster, and a masterful toastmaster 
he proved to be. He jokingly explained 





ORCHIDS TO YOU! In the spirit of the occasion 
LeRoy O. Steller, president of the Milwaukee Dis- 
B 


trict Jewelers Guild, pins a posie on M. 
Barkan, president of the Wholesale Jewelers’ 
Association. Others who've already received 
theirs at the fifth annual get-together of Mil- 
waukee jewelers, are Samuel Dalin, president of 
the Wisconsin R.J.A. and A. Schulenberg, 
right, who was chairman of the event. 


that the reason for the joint meeting 
each year, instead of separate affairs, is 
so that all will be so happy that mem- 
bers of one group will not be able to 
find time or inclination to abuse the 
members of another group. If that was 
the real object it certainly was attained. 


Dinner-Dance Marks 75th Year 
Of New York Horologists Group 


The annual dinner-dance of the Horo- 
logical Society of New York, Inc., held 
at the Park Central Hotel, Feb. 22, 
marked an important milestone in the 
life of that organization, this being the 
75th year of its existence as an organized 
group—a fact to which due tribute was 
paid in the brief talks that followed the 
banquet. 

A particularly fine setting for the 
event was provided by the Park Cen- 
tral’s Hawaiian Room with its spacious 
foyer which provided ample facilities for 
the reception preceding the dinner, for 
the dancing which interspersed and fol- 
lowed it, and for the floor show with 
which members and guests were enter- 
tained at the conclusion of the banquet. 
Toastmaster for the occasion and chair- 
man of the dinner committee, was M. J. 
Schwartz, who introduced the _ dis- 
tinguished guests at the head table, each 
of whom spoke briefly, and other promi- 
nent persons in the watch and jewelry 
industries who took bows from the floor. 








Your JoBBER Has 
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Fair Trade Enforcement 
Rests with Manufacturer, 
Rules New York Judge 


Gist of a decision recently handed 
down by Justice Carroll G. Walter of 
the Supreme Court of New York State is 
that only the manufacturer of a product, 
or in the case of a jobber’s private 
brand, only the owner of the brand name, 
is empowered to enforce compliance with 
fair trade contracts covering the resale 
of that product. 

Moreover, the manufacturer must exer- 
cise sincere and reasonable diligence in 
seeing that his Fair Trade contracts are 
lived up to, for the law will assume that 
if widespread price-cutting is permitted 
to continue, the failure to take effective 
measures to prevent it constitutes a 
waiver of his rights to enforce price 
maintenance under such contracts. Other- 
wise, the law holds, unfair and unjust 
discrimination would result from the en- 
forcement of price maintenance in some 
cases but not in others. 

It is not necessary that the manufac- 
turer maintain 100 per cent perfection 
of enforcement at all times, because it 
is recognized that this may not always 
be possible, but he must show sincere 
diligence in his efforts to prevent price- 
cutting, including resort to legal mea- 
sures when necessary. 

The decision was rendered in the case 
of Automotive Electric Service Corp. vs. 
Times Square Stores Corp. The plaintiff 
is a wholesaler distributing products 
made by the AC Spark Plug of Flint, 
Mich., and sought to obtain an injunction 
to prevent the Times Square Stores 
Corp. from cutting prices on those items. 
The plaintiff claimed protection by the 
fair trade act because it had made “fair 
trade” contracts with some of its cus- 
tomers and under the “Fair Trade” law 
the making of such a contract with one 
or more customers in the state makes 
“fair trade” binding upon all others to 
whom it sells. 

The price-cutting was frankly admit- 
ted by the defendant, but the court 
denied the petition for an injunction on 
the grounds that first, no fair trade con- 
tracts existed between the manufactur- 
er, who is the owner of the brand name, 
and its customers; and second that price- 
cutting on the products in question is 
general and has been long continued by 
many retailers, who may be buying from 
other sources, and against whom no se- 
rious effort to enforce price maintenance 
has been attempted. 

Two important principles are thus es- 
tablished with respect to Fair Trade 
agreements: One, that the manufacturer 
or the owner of the brand under which 
the goods are sold must be a party to 
the contracts, and second, that sincere 
and vigorous efforts at enforcement must 
be maintained or no relief may be had. 


Ohio Horos to Meet in Columbus 


More than 1400 jewelers and watch- 
makers in Ohio have received invitations 
to attend the annual convention of the 
Ohio Watchmakers Association, which 
will be held at the Neil House, Colum- 
bus, March 15 and 16. Present officers 
of this active group, a U.H.A. affiliate, 
are: L. W. Heimberger, Columbus, pres- 
ident; R. Flaxmayer, Cincinnati, vice- 
president; and Frank Foegler, Cincin- 
nati, secretary-treasurer. 
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SINCE 1926 


qT > 4 ri 


WATCH DIALS 
REFINISHED 


For the SERVICE MAN 
suggest 


A RADIUM DIAL 
ra. 4.41.11 me o))-\ amele)-1- 


Heyworth Bidg., Chicago, Ill. 





LOS ANGELES DETROIT 
SAN FRANCISCO PITTSBURGH 
SEATTLE DALLAS 





THOS. W. 
Sheil 


features the fine work always 

associated with the name in 
the manufacturing and repair- 
ing of jewelry 

* THOMAS W. STANEK 


Formerly of Graffe & Stanek 
* 29 E. MADISON ST., CHICAGO 





SILVER 


SILVERLING pPotsh 


Est. 1909—A liquid with pleasant odor that is harmless 
to Silver, Hands, or Health. Not abrasive or explosive. 
No washing. Slight effort. 8-oz. bottle $3.00 Doz. 
delivered, your imprint on free samples. Price on label, 
50 cts. Your name on Postal for more information to 


SILVERLING, 1215 E. Republic St., Peoria, Ill. 











McRAE & SHAW 
168 N. Michigan Ave., Chicago, Ill. 
Radio and Display Advertising Specialists 


Originators and Producers of 
"THE OLD SHEPHERD'' RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 








fice WATCH CO. 


S S.WABASH AVE. CHICAGO ILL. 





USED WATCH 
MATERIALS 


1/2 


THE PRICE OF 
NEW MATERIALS 


Wheels, pinions, 
pallet forks, etc., 
for all watches. 
Send sample of 
what you want! All 
Guaranteed! Remit 
only if satisfactory. 





USED MOVEMENTS 
Good Condition 





Good Dials 

9 Size ae Waltham 
» $2.00 153, $3.00 
i or 16 size Hunting 
, $1.75 — 155, oe 







9OWLVD 4O4 GNIS 











6 size Elg., Wal., 
Ft 75¢ — 154, $1 1.25 
6% L rect. or 6% oval 
63, $2.00 — 15J, $2.50 
10% L. 6), 754 — 
15J, $1.25 











































GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 











Jewelry Repairing 
DIAMOND SETTING ENGRAVING 
Strictly Trade Shop 


DOERNBERGER & MUCK 


406 Pittsburgh Life Bldg., Pittsburgh, Pa. 
Telephones: AT.7848 - AT.4959. 








LANDAW BROS. 


Distributors 
Genuine Watch Materials 


and Jewelers’ Supplies 
ALSO JEWELRY BOXES AND WATCH CASES 
406 CLARK BLDG. PITTSBURGH, PA. 
Telephone: AT. 5379 




















of 


GOLD and SILVER 


Scrap and Wastes 


IPUIRCIFASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished 

















933 Ridge Ave. Pittsburgh, Pa 

















VERNON-BENSHOFF CO. | 









HANDBOOK FOR THE 
AMATEUR LAPIDARY 


By J. H. HOWARD 


Written to provide practical in- 
struction in all kinds of gem cutting 
for the beginner and the advanced 
amateur. Equally useful for pro- 
fessional lapidists. 


Price $2.00 Postpaid 
THE JEWELERS’ CIRCULAR- 


KEYSTONE 


100 E. 42nd St. 56th & Chestnut Streets 
Wew York, N. Y. Philadelphia, Pa. 














PITTSBURGH 


q R. E. Wright, retail jeweler of Greens- 
burg, Pa., is vacationing at Miami Beach. 
q Samuel Amdur, retail jeweler, Clark 
Bldg., is recovering from an extended 
illness. 

q Wallace Miller, Uniontown, Pa., re- 
tailer, and Mrs. Miller are vacationing 
at Miami Beach. 

q Joe Mandel, well known Turtle Creek 
jeweler, and family have returned from 
«a vacation at Miami Beach. 

q The Ralph Kirkpatrick Jewelry Store, 
Butler, Pa., had a narrow escape from 
fire when flames were discovered in a 
building next to the Kirkpatrick store. 

q Miss Anna Mary Bracht, bookkeeper 
for the Samuel Weinhaus Co., was mar- 
ried Feb. 20, in the S. S. Peter and Paul 
Church, Pittsburgh, to Joseph Francis 
Fortwangler. 

q Emanuel Grafner, of Grafner Broth- 
ers, wholesale jewelers, 818 Liberty 
Ave., flew to Los Angeles during the 
latter part of January, to attend the 
funeral of his brother-in-law, Max 
Kolliner. 

q Gallingers, well-known Liberty Ave. 
pawnshop, has closed its doors after 85 
vears of continuous operation. Gal- 
lingers was owned by the Diamond Loan 
& Finance Co., associated with Joseph 
De Roy & Sons. 

q Sam E. Hall, of Hall Brothers Co., 
Clark Bldg., attended the Mardi Gras at 
New Orleans on Feb. 20 and then went 
South to Miami Beach for an extended 
vacation. Chester Hall, of the firm, has 
returned from Miami. 

q William Berger, an engraver in the 
Empire Bldg., is now associated with 
Doernberger & Muck, manufacturing 
jewelers in the Pittsburgh Life Bldg. 
Charles R. Munhall, former engraver 
with the firm, is reported to be improved 
following a critical illness. 

q Gus Bastheim, president of the Henry 
Wilkens Co., Liberty Ave. credit jewel- 
ers, fell Sunday evening, Feb. 16, as he 
emerged from the Temple Restaurant, 
Penn Ave., and sustained a broken shoul- 
der. He is now recuperating at the 
Allegheny General Hospital. 

q Local jewelers returning from Miami 
Beach report having visited with Her- 
man Eger, popular Aliquippa, Pa., retail 
jeweler, who went South some months 
ago to regain his health. Mr. Eger is 
reported as progressing very nicely and 
will probably return to Aliquippa next 
fall. 

q.N. J. De Roy, of Joseph De Roy & 
Sons’ main store, recently flew to New 
Orleans to attend the Mardi Gras. Al 
J. De Roy, manager of the store at 544 
Smithfield St., has returned from a so- 
journ at Atlantic City, N. J. De Roy 
expects to leave shortly for a five or six 
weeks’ trip to Honolulu. 

q Frances McComb Clayter won the 
Vernon-Benshoff Co. award for a group 
of handsome silver objects and Agnes 
Bittaker received the Francis A. Keating 
Memorial award, given by the Grogan 
Co., for her skillful hand-wrought jewel- 
ry, at the exhibition of the Associated 
Artists of Pittsburgh, held last month. 
The exhibition was very widely attended. 
q Hyman Landaw, of Landaw Bros., 
material and supplies, Clark Bldg., is 
president of the Flood Club of Pitts- 
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burgh which was organized by 43 per- 
sons who were marooned in the Temple 
Bldg., Penn Ave., for three days follow- 
ing the great St. Patrick’s Day flood of 
March 17, 1936. Every year, members of 
the club get together on the anniversary 
day to celebrate. : 

q John Joseph has been named Pitts- 
burgh district manager for M. A. Mead 
& Co., Clark Bldg., succeeding the late 
Herman Auerbach. Mr. Joseph has just 
returned from an extended cruise to 
Panama and Jamaica. J. 'T. Montgomery 
of Chicago, head of the firm, and Jack 
Montgomery, sales manager, spent some 
time in Pittsburgh recently and called 
upon the retail trade. 

q David Weis, popular wholesale jeweler 
and head of David Weis & Co., Clark 
Bldg., is being referred to as “the man 
who came to dinner” because of an ex- 
perience which befell him following the 
annual banquet of the Jewelers’ 24- 
Karat Club in New York in January. 
On the day following the New York ban- 
quet, “Dave” was invited to a dinner 
party with friends at East Orange, N. J., 
and during the course of the evening, he 
was suddenly stricken with the flu and 
confined to the home of his host for two 
weeks before he was able to return to 
his home in Pittsburgh. Mrs. Weis flew 
East to be with him, while day and 
night nurses were required to bring him 
safely through the illness. He is now 
able to be back in his office a few hours 
each day. 

q More than a score of suspected gang 
members have been arrested in connec- 
tion with the robbing of the Moss Jewel- 
ry Store, Monessen, Pa., and the John 
H. Motosicke Jewelry Store, Tarentum, 
Pa., last December, according to District 
Attorney Andrew T. Park of Allegheny 
County. A Cleveland Heights jeweler, 
accused as one of the “fences” for the 
gang, was ordered held under $5,000 
bond for Pittsburgh Federal authorities 
by a U. S. Commissioner in Cleveland. 
He was charged with disposing of about 
$18,000 in gems and watches stolen from 
the stores in Monessen and Tarentum. 
One of those arrested is accused of turn- 
ing the stolen jewelry over to the Cleve- 
land Heights jeweler for $1,500. Mem- 
bers of the jewelry trade are watching 
the outcome of the District Attorney’s 
efforts with unusual interest. 


Imports During December 


Article Number Value 
Watches and watch 
movements ........ 259,617 $776,381 
WAUCH DATES cckcsdien icesincss 110,783 
Clocks and clock 
movements ........ 641 10,520 
Diamonds, suitable as 
gems— 
Rough, uncut ..... 19,254 1,029,935 
Cat but unset.......... 50,584 2,803,500 
Pearls— 
MOE) cSacen, Shanes 23,936 
Cultured or culti- 
AMMEN Dodie care op Nonase, Signet s 39,963 
Other precious and 
semi-precious 
stones— 
MONG, URCUt 5666 Konan 2,857 
NE ecewiccimsla” ncn ess 322,200 
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OBITUARIES 


ALEXANDER, 79, who was 


Cuaries B. 
in the jewelry business in Troy, N. Y., 


for many years, died at the Good Sa- 


maritan Hospital, West Palm Beach, 
Fla., after a two weeks’ illness. Since 
his retirement several years ago, he 


made his summer home in New Hamp- 
shire and his winter home in Florida. 

Emory Metvin Beckwirn, 76, a jewel- 
er of Seattle, Wash., for a number of 
years, died late in January at his home. 
He was born in Niantic, Conn., but early 
heeded the Horace Greely advice. 

ABRAHAM Eswner, 64, one of the oldest 
material dealers in New York, formerly 
connected with Esner, Friedman & Co., 
Inc., died Jan. 20 after a long illness. 

James T. Coteman, 80, for many years 
an Atlanta watchmaker and _ jeweler, 
died Feb. 10 at his home in Carrollton, 
Ga. Mr. Coleman had his repair shop in 
the West End business section of At- 
lanta. He had retired five years ago to 
make his home in Carrollton. Death re- 
sulted from a stroke of paralysis. 

Tintey L. Comps, 70, one of the most 
widely-known retailers of the country, 
having served as an officer of the Ameri- 
can National Retail Jewelers Association 
over a period of 30 years, died of a heart 
attack in an Omaha, Neb., hospital, Mon- 
day night, Feb. 17. 

Mr. Combs was president of ANRJA 
from 1912 to 1915, and at the time of his 
death was vice-president for the North- 
western region, and a former chairman 
of the credit committee. Credit sell- 


Tinley L. Combs, lead- 
ing figure retail circles, 
who died of heart at- 
tack last month. 





was close to his heart 


ing of jewelry 
and he pleaded effectively in its behalf 


in trade circles. He was a former presi- 
dent of the Nebraska R.J.A., and was 
one of the organizers of the Jewelry 
Industry Publicity Board. Mr. Combs 
was long known as one of the most ac- 
tive advocates of organization and asso- 
ciation work in the jewelry trade. 

Mr. Combs conducted the 'T. L. Combs 
& Sons jewelry store in Omaha for 52 
years. 

The son of a Methodist minister, Mr. 
Combs was orphaned at the age of seven 
when his parents and his only sister died 
within a year. His formal education was 
limited to grammar school. He was one 
of the organizers and president until his 
death of the Masonic Home for Boys. 
He had been active in Masonic, civic and 
religious work all his life. A 33rd De- 
gree Mason, he belonged to nine Masonic 
hodies and was a member of the loan 
committee of the Scottish Rite Educa- 
tional Welfare Association. 

He is survived by his wife, Mrs. Mary 
Florence Winter Combs, and two sons, 
C. Morlyn and Elton T. Combs, both of 
whom are connected with the jewelry 
business. 

His sincere, earnest and friendly per- 
sonality will be greatly missed by his 
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host of friends in the jewelry industry. 


Cart Datry, 55, general manager of 
the Arnold Jewelry & Music Co., Ot- 


tumwa, Iowa, died suddenly at his home, 
Sunday afternoon, Jan. 26, from a heart 
attack, shortly after shoveling snow with 
his young son, Roger. Mr. Dalin became 
associated with the Arnold Jewelry & 
Music Co. in 1901, the date of his death 
being the 40th anniversary of his asso- 
ciation with the company. He was active 
in civic, social and church affairs of the 
city. He is survived by his wife, Vera, 
a daughter, Charlotte, and two sons, 
Robert and Roger. 

Roserr C. Gress, for many years 
prominent in the jewelry manufacturing 
industry in Providence, died at Cam- 
bridge, Mass., Feb. 5, after a short ill- 
ness. Mr. Gibbs had learned toolmaking 
for jewelers’ supplies after his gradua- 
tion from local schools and had worked 
for several firms before being admitted 
to partnership in the firm of C. G. King 
Co. He retired several years ago. 

Vicror B. Hume, 64, well known man- 
ufacturers’ representative in the Middle 


West and the South, died Feb. 15 at 
Billings Hospital, Chicago. Mr. Hume 
had not been well for several months 


but continued to conduct his business 
until about a month before he died. He 
early became associated with the jewelry 
trade in the South, one of his first repre- 
sentations being for Leonard Krower & 
Son in New Orleans. After representing 
Hancock & Co. in that territory for sev- 
eral years he came to Chicago as _ its 
representative in 1911. At the time of 
his death he represented the Martha 
Mfg. Co., Attleboro. The high esteem in 
which he was held by all was attested by 
the unusually large attendance of repre- 
sentatives of the trade at the funeral. 

W. Armour JENKINS, Jr., 53, a son of 
the late William Armour Jenkins, and 
engaged with him and an uncle, the late 
Talbot Jenkins, in the silversmithing 
business in Baltimore under the name 
of Jenkins & Jenkins, until its dissolu- 
tion, died suddenly of a heart attack, 
Feb. 15, at his home, 208 Homewood 
Terrace, Baltimore. He was connected 
as assistant director of personnel and 
accounts with the Maryland State De- 
partment of Health. 

Ratepw J. Kennepy, 38, owner of 
Kennedy Bros., jewelers at Peoria, IIl., 
who became ill after attending the 
Jewelers’ 24-Karat Club banquet in New 
York, died Jan. 24 in a Peoria hospital. 
He had been under a physician’s care for 
some time for a heart ailment. In 1921, 
while still in his teens, he joined his 
brother, Walter Kennedy, in the jewelry 
business. He was a successful and pro- 
gressive retailer and had only recently 
completed the modernization of his store. 
He was a sports enthusiast and fostered 
athletic events in his city. He was a 
3rd and 4th Degree Knight of Columbus. 

Hueco A. Lainpenserc, 71, who was in 
the wholesale jewelry business in Cincin- 
nati for half a century as a partner in 
the firm of Lindenberg and Fox, died 
Feb. 1. Later, and at the time of his 
death, he had a small retail jewelry 
establishment. 

R. Kersre McKeew, associated with 
the Thomas Long Co., retail jewelers, 
Summer St., Boston, for over 40 vears, 
died at his home in Watertown, Mass., 
Jan. 26. Mr. McKeen for many years 
was connected with the diamond depart- 

(Please turn to page 140) 
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SCRAP 


SILVER 30 


For Clean Sterling Flatware, 
Any Pattern. 
Case & Coin Silver 25¢ to 27¢ oz. 
Choice flatware patterns or good salable 
hollowware 35¢ to 75¢ oz. 


SCRAP GOLD PRICES 


25 Year Cases 
20 Year Cases 1.50 
(Boss, Crescent, Dueber, Keystone) 


Other 20 Year Cases ........... aa" 
Option! Gesnm. .. . 2... ccensens 1.00 “ 
10-Voeor Cases. ... 2. <-ccnvs. A hy 


ee 35¢ to 1.00 " 
SOLID GOLD 63%4¢ Per K Per Dwt. 


CASH BY RETURN AIR MAIL 


All shipments are held intact subject to your 
approval and will be returned POSTPAID if 
you are not entirely satisfied. Our record of 
many years of experience is your guarantee 
of a fair deal, accurate and prompt returns 
with careful, individual attention to all. 





SOUTHWEST SMELTING & 
REFINING CO. 
1809 MAIN ST. — DALLAS, TEXAS 


Consolidated with American Gold & Silver 
Refining Co., formerly of Fort Worth, Texas. 








Save Safely 


with a 
National Jewelers 


Mutual Policy 
+ 


Now protecting the 


jewelry trade for over 


$17,000.000.00. 
+ 


Write today for complete 


information and costs. 


FIRE 


JEWELERS INSURANC 


NEENAH, WIS 




















Greenwold Grift Co. 


The House of Ouality and Service 
8 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


LELGINS @ HAMILTONS (Zones 6, 7, 8) 


Line f quality and style that give you protected 
You can recommend these lines to your 


customers with confidence 











FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—* HAMILTON 


*ZONES 7-8-13-17 

WALTHAM PREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS - SILVERWARE 
“IF IT'S NEW WE HAVE IT” 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 








DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 
114 West 6th Street, Cincinnati, Ohio 











KLEIN BROS. CO. 


Showing complete lines 
of New Jewelry. 


Ladies’ & Gents’ SET RINGS 


Large Assortment 


DIAMOND RINGS 
KENWOOD WATCHES 


Popular Prices 
Write us for HEART CHARMS 
617 Vine St. 








Cincinnati, O. 











MISS VANITY 
STREAMLINED DIAMOND RINGS 


For the Fall Bride. Most attractive. Mod- 
erately priced. 


Write for a Selection 
THE D. JACOBS SONS CO. 
811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years. 











WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 














CINCINNATI | 


q A Mardi Gras fan, Miss Laura Metz, 
of the Gerwe-Frohman Co., timed her 
vacation to take in that festive event in 
New Orleans. 

q William P. Fassler & Co., specializing 
in watch case repairs, after 19 years on 
East 3rd St., on Feb. 1 moved to the 
Cambridge Bldg., 604 Race St. 

q Mrs. Frieda Wagner and Miss Lillie 
Meyer, of E. Wagner & Sons, retail 
jewelers, recently visited the Windy City 
and took in a gift show while there. 

q After finishing vacationing in Florida 
with R. T. Welling, Lockland retail jew- 
eler, John A. Gerwe, president, Gerwe- 
Frohman Co., 18 W. 7th St., was to con- 
tinue on to his New Orleans branch 
office on business. 


q John M. Biggins, secretary-treasurer, 
Elgin Watch Co., Elgin, Ill., and William 
Godfrey, of the Elgin home office, re- 
cently entertained their local distribu- 
tors in the Cincinnati area with a dinner 
party at the Hotel Gibson. : 
q Recovered from _ recent _ illnesses, 
George Ganster, retail jeweler, of Nor- 
wood; Stanley Vogelpohl, of the E. T. 
Herzog Co., Covington, Ky., retail jew- 
elers, and Frank Deprez, Gruen Watch 
Co., are back at their jobs again. 

4q Following an extended stay in Miami, 
Fla., Edwin B. Jacobs, of D. Jacobs 
Sons Co., wholesale jewelers, and _ his 
wife expect to return home some time 
in March. Julius D. Jacobs, Jr., has fin- 
ished his studies and entered the Jacobs 
firm. 


q With his wife, Albert Sauer, president, 
A. Sauer & Co., watch strap manufac- 
turers, Fifth and Race Sts., sailed from 
New York on the 8S. 8S. Talamanica, 
Feb. 7, for a cruise to Cristobal, Costa 
Rica, Guatemala and Cuba and will be 
back in New York, March 9. 

q Sympathy is being extended to Charles 
C. Grift, president, Greenwold-Grift Co., 
18 W. 7th St., and member of the Whole- 
sale Jewelers and Manufacturers Associ- 
ation, who lost his wife, Myrtle, to whom 
he had been married 27 years. She was 
ill two years and died Jan. 25. 

q Fate of the watchmakers’ licensing 
bill before the State Senate is being 
anxiously awaited by Frank Foegler, an 
instigator, and other members of the 
Cincinnati Guild, Ohio Watchmakers As- 
sociation. The Cincinnati Guild’s next 
meeting will be held, March 3, in Hotel 
Gibson. 

q A friendly bowling match, Feb. 4, be- 
tween a Frank Herschede Co. team and 
a joint team of Gerwe-Frohman and 
Schumer Bros. ended with the Herschede 


| five copping two out of three games. 
| Paul Schumer, of the losing team, was 


| high 


man with a 576. 


Walt Stenger 


| paced the winners with 549. 
| q The question currently in the minds of 





| his friends is when will Rutherford Flax- 


mayer, watchmaker with Vogelsang the 


| Jeweler, take down the Christmas tree 


at his home at Golf Manor, Cincinnati. 
The tree, its roots in a tub, is a blue 
spruce, decorated with 72 lights and 
hand-made ornaments. Flaxmayer says 
he has no set date this year for taking 
down the tree. With Flaxmayer, Christ- 
mas trees are a hobby. He plans all 
year for one, making his own ornaments. 
q Among the “Boys on the Road” who 
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stopped off in Cincinnati lately were: 
H. E. Blackburn, Warren  Telecron 
Clock Co., Ashland, Mass.; P. J. Ar- 
meny, Baker & Co., Newark, N. J.; Sam 
Stone of the Paut De Vries diamond 
house, New York City; Sam Newman, 
Max Moser, Bill Lewe and Ralph Lewis, 
all New York diamond representatives; 
Jake Davis, of Barnett Davis Co., dia- 
monds, Pittsburgh; E. J. Malone, A & 7 
Chain Co.; Earl Loehr, Hamilton Watch 
Co., Lancaster, Pa., and Ed Whitman, 
Herschede Hall Clock Co. 

q Mrs. Marion “Josie” Buchman, book- 
keeper for William F. Schumer & Son, 
Ine., Cincinnati jewelers, is a “draft 
widow” who keeps herself busy after 
working hours by keeping a scrapbook 
for her soldier-husband, Arthur Buch- 
man. He was inducted into Army ser- 
vice, Feb. 1, about a week after their 
marriage, and now is at Camp Shelby, 
Hattiesburg, Miss. The bride has been 
requested by her husband to “clip every- 
thing about Camp Shelby and have it 
for me when I come back home.” She 
is 22 years old and he is 26. 


H.I.A. Convention May 18-20 


The Horological Institute of America 
will mark the close of its 20th year at 
its annual convention to be held May 18, 
19 and 20, at the Academy of Science 
in Washington. Three groups of Rail- 
road Watch Inspectors and some AN- 
RJA officers are expected to participate. 


OPPORTUNITY 


—For Men Over 17 
To Learn Watchmaking 





Excellent salaries. Chance to own 
your own business. Steady Employ- 


ment. Are you ambitious? Would you 
like to enter the highly-paid watch- 
making profession? A few openings still 
remain at the Elgin. Watchmakers Col- 
lege. Sponsored by the Elgin National 
Watch Company, this famous institution 
has developed hundreds of leading 
jewelers and watch experts. Here you 
get regular shop work and instruction 
under Elgin craftsmen. If you are in- 
terested in this real opportunity, write 
today. Modest tuition. Dept. G-8. 

ELGIN WATCHMAKERS COLLEGE—ELGIN, ILL. 








SCHIRA BROS. 


PLATINUM 
DIAMOND MOUNTINGS 


PLATINUM 
SPECIAL ORDER WORK 


15 WEST 6TH ST. 
CINCINNATI, OHIO 








THE JEWELERS’ CIRCULAR-KEYSTONE 
for March, 1941 











BOSTON 


Ed Beaulieu, of the Geo. Springer Co., 
retail jewelers of Portland, Me., prefers 
his own state for winter vacationing. 
He and his family left for Presque Isle, 
early in the month. 

D. C. Percival & Co., Boston whole- 
salers, are adding 1000 square feet to 
their already extensive lay-out in the 
adjoining Jewelers and Washington 
Bldgs. This space will be used as a 
stock room to relieve crowded condi- 
tions. 

Hyman Freeman, of the Bold Jewelry 
Co., Portland, Me. who has been in poor 
physical condition for some months, sur- 
prised his friends of the Boston whole- 
sale trade when he visited the various 
offices to inspect the spring offerings of 
1941. 

q Maurice G. Alperin, treasurer of the 
Eastern Smelting & Refining Corp., of 
Boston, has been appointed a member of 
the U. S. Assay Commission by President 
Roosevelt. Mr. Alperin has been con- 
nected with the refining company which 
was founded by his father, Shol Alperin 
in 1896, for all of his business career. 
He is a member of the Boston Chamber 
of Commerce; the Maritime Association 
of Boston and the Jewelers Board of 
Trade. 

q New England jewelers visited the Bos- 
ton wholesalers’ displays during the first 
15 days of the month in greater numbers 
than in previous years. Their comments 
gave ample proof of their keen interest 
in merchandising ideas, style trends and 
unusual scrutiny of the manufacturers’ 
advertising in the trade journals depict- 
ing what is smart and new for 1941. 
Among the visiting jewelers were: C. A. 
Douglas, Brookline; W. F. and Albion 
Keith, Portland, Me.; D. Fortin, Water- 
ville, Me.; H. L. Dupre, Biddeford, Me.; 
John Dow, Portland, Me.; J. L. Eno, 
Skowhegan, Me.; W. S. Preston, Burling- 
ton, Vt.; F. Mowrey, Rutland, Vt.; E. 
A. Wilson, Springfield, Vt.; R. De Mon- 
tigny, Nashua, N. H.; A. W. Burque, 
Nashua, N. H.; G. Stuart, Concord, 
N. H.; M. E. Banks, Concord, N. H.; J. 
A. Malloy, Portsmouth, N. H.; A. B. 
Duncan, Portsmouth, N. H.; Paul 
Brown, Portsmouth, N. H.; E. R. Mc- 
Clintock, Dover, N. H.; C. W. Hatch, 
Claremont, N. H.; W. A. Sawyer, Keene, 
N. H.; W. F. Blanchard, Gloucester; L. 
A. Johnston, Hyannis; J. F. Kahi, Pitts- 
field; E. E. Franks, Worcester; John 
Derby, Somerville; J. G. Gurney, Brock- 
ton; A. Beaudette, Woonsocket, R. I.; 
G. A. Borg, Springfield; R. A. Abott, 
Lowell; P. H. Safford, Rochester, N. H.; 
Edward Cotter, Lowell; J. H. Peterson, 
Needham and A. Robertson, Framing- 
ham. 

The Ordnance Department of the War 
Department has awarded a $25,607 con- 
tract to the Elgin National Watch Co. 
for watches. 
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Bay State Watchmakers Discuss 
Proposed Licensing Bill 


Proposed legislation for the registra- 
tion of watchmakers was discussed at a 
meeting of the Hampden Horological 
Guild, Feb. 11, at Hotel Bridgway, 
Springfield, Mass. ‘The proposed bill, 
due for a hearing before a committee of 
the legislature at Boston soon, is in- 
tended to provide minimum standards of 
training and workmanship to protect the 
public from unethical and unskilled 
watch repairmen, according to L. M. 
Knowlton, secretary of the guild. Two 
states, Wisconsin and Indiana at present 
have state registration of watchmakers 
and repairmen under which certificates 
are issued by the state to men qualified 
by training and experience. 

Nominations to be voted upon on 
March 11, were made as follows: presi- 
dent, Alfred Frappier, Ellsworth Rich- 
ardson and George A. Tetreault, of 
Holyoke; vice-president, John Kearney, 
Edward Russell, Mr. Richardson and 
Robert Hirshfield; secretary, Mr. Knowl- 
ton, John Evans, and Louis Dydek of 
Holyoke; treasurer, Mr. Frappier, 
Charles Russell and George Grimes, Jr. 

Following the business meeting pro- 
duction methods at the Westclox factory 
were shown by means of a sound motion 
picture. 


147 With 25 Years of Service 
Enrolled in Birks’ Old Guard 


The annual presentation for members 
of Henry Birks & Sons, with 25 years of 
continuous service, who have become 
eligible for the “Birks Old Guard,” took 
place Saturday evening, Feb. 1. The 
Montrealers who became members are: 
Miss E. Inglis, Ernest Pearce, Leo Le- 
blanc, W. Woodcock and John F. Young. 
There were also two from the Winnipeg 
store. The Birks firm now has a total 
of 147 who belong to the Old Guard, 94 
of whom are active. 


Diamond Dies in Demand 


Acting upon recommendation of the 
OPM, the Defense Supplies Corp. has 
authorized purchase from the British 
Purchasing Commission of not to exceed 
6,000 small unset diamond dies, which 
Director of Priorities E. R. Stettinius, 
Jr., has announced will be given prefer- 
ential treatment over all non-defense 
needs. The dies are made available to 
industry: through the cooperation of the 
British Government to meet a shortage 
in the wire drawing industry which has 
resulted from the discontinuance of im- 
ports from France and Holland due to 
war conditions. 


His Long Suit ls Diamonds 


Louis Friedlander, a leading jeweler 
of Seattle, Wash., whose smart store is 
well stocked with fancy bridge prizes 
and favors, was himself the winner of 
the ninth annual Exeter Hotel bridge 
trophy. He recently won the tourna- 
ment played by 20 men selected as the 
best in Seattle for the second time. 
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49 W. 23rd St. New 


SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Heinrich & Co. and 


Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
York. N. 





W. E. LINDEMANN 
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Josiah Wedgwood & Sons, Inc. 
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EDWARD BOOTE 
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(Continued from Page 138) 


ment as salesman and was widely known 
throughout the trade. He was retired on 
pension two years ago, but on Saturdays 
and during the holiday season he was to 
be found at his old post. 

Turopore M. Newman, 59, associated 
for the past 25 years with Marcus & Co., 
New York jewelers, died Feb. 15, in 
Philadelphia. He was a member of the 
Royal Philatelic Society of London and 
the Collectors’ Club of New York. 

James B. Ray, jeweler and former 
Burgess of Conshohocken, Pa., died at 
his home, Jan. 30. He was 84 and the 
last member of the first Conshohocken 
H. S. graduating class. Survivors in- 
clude two sons, William, Jeweler asso- 
ciated with Bloch Bros., Norristown, 
and J. Wesley, a watchmaker at 117 S. 
10th St., Philadelphia. 

H. Scuwartz, 75, who had been in the 
diamond importing and brokerage busi- 
ness in Chicago for about 50 years, died 


| on Feb. 12, after a brief illness. Mr. 


Schwartz came to the United States as 
a young man and soon became associated 
with the diamond business and for the 
pdst several vears has operated as H. 
Schwartz & Son, at 29 E. Madison St. 
Deceased is survived by four daughters 
and one son, Meyer Schwartz, who is 
continuing the business. 

Crartes M. Simpson, 46, merchandise 
manager and salesman for Henebry & 
Son, Roanoke, Va., jewelers, who had 
been ill for several months, suffered a 
fatal cerebral hemorrhage in January. 
A native of Ontario, Canada, Mr. Simp- 
son received his early training in the 
trade with Henry Birks & Son, in the 
Ottowa store. He later managed the 
Birks’ Halifax store for three years and 
in 1924 moved to Jacksonville, Fla., as 
a salesman for Greenleaf & Crosby. Be- 
fore joining Henebry & Son in 1931 he 
was a traveling representative in the 
South-Central states with the Towle Co. 

Hersert Lewis Terry, 78, member of 
one of Long Island’s oldest families, and 
jeweler at Sayville and Islip, L. LI. 
N. Y., died on Jan. 24, after a brief ill- 
ness. He opened his first store 52 years 
ago. One son, Lewis Terry, was asso- 
ciated with him in the Sayville business. 

Emm Zorne, 90, a jewelry engraver 
for 65 years, died Feb. 1 at his home, 
5621 N. 15th St., Philadelphia. He was 
born in Germany but came to the United 
States as a child and opened his first 
shop at 2nd and Noble Sts., Philadelphia. 
His firm has been located at 722 Chest- 
nut St. for many vears. 
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PHILADELPHIA HOROLOGISTS were in thelr 


element amidst the permanent exhibit of horo- 
logical, astronomical, and navigational instru- 
ments of Franklin Institute at a recent session. 
Explanations were furnished by Robert A. Franks, 
who, besides being a member of the Philadel- 
phia Guild is chairman of the Historical Com- 
mittee of H.I.A. and a member of the Museum 
Committee of U.H.A. The group visited the fine 
observatory, and with fine weather were able to 
get fine views of the night sky. Guests were 
Francis Stokes and Lewis Mendelson, amateur 
horologists, and John J. Bowman, Chairman of 
the Educational Committee of H.I.A., and tech- 
nical editor of THE JEWELERS' CIRCULAR- 
KEYSTONE. 


Jersey R.J.A. Hears Huberman 

Ralph Huberman, former president of 
the Philadelphia R.J.A., explained the 
continued activity of his association in 
prosecuting price-cutters and_ retailing 
wholesalers in and around Philadelphia, 
at a meeting of the New Jersey R.J.A,, 
held Jan. 28, at the Walt Whitman 
Hotel, in Camden, N. J. 
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Made in America 
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Trenton, N. J. 











THEODORE HAVILAND 
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MADE IN AMERICA 
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THEODORE HAVILAND CO., INC. 
26 W. 23rd ST. 1550 MERCHANDISE MART 
NEWYORK CITY CHICAGO, 











ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
DE LUXE TABLEWARE 
for the 
FINE CHINA TRADE 


MADE INAMERICA © MADEOF AMERICA 
149 Fifth Ave., New York, N. Y. 
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Practical Modern Watechmaking 


by HOWARD L. BEEHLER, President, Horological Institute of America 


Part I—The Cireular Pallet Detached Lever Escapement 








(Fifth instalment, continued from February) 





A STRONG lock caused by both stones being moved 

out an equal distance will cause the jewel pin and 
guard pin shake to be made greater in proportion. It 
also causes the drops to be made unequal. A slight 
movement in or out of the pallet stones will not affect 
the drops so as to cause the escape wheel teeth to catch 
on the pallet stones, or the draft to be too much in- 
-ereased or reduced. This will be considered later and 
separately. My idea at present is to show what effect 
the moving of the pallet stones out and in will have on 
the jewel pin and guard pin shake, when banking to the 
drop. Correcting the error of strong lock by pushing 
both stones in will cause the jewel pin and guard. pin 
shake to be corrected. 

A strong lock caused by both stones being moved out 
will necessitate opening the bankings a greater distance 
to allow the impulse to let off. We will, therefore, have 
a strong jewel pin shake. ; 

A strong lock: A strong lock caused by the “L stone” 
being moved out will cause the jewel pin and guard pin 
shake to be made unequal, strong on the “R stone” side. 
It also causes the drops to be made unequal or “close 
inside.” Correcting the error of strong lock by moving 
the “L stone’”’ in will cause the jewel pin and guard pin 





Fig. 23 


shake to be corrected. Also will equalize the drops. 
(Fig. 23.) 

A strong lock caused by the “R stone’ being moved 
out will cause the jewel pin and guard pin shake to be 
made unequal, strong on the “L stone” side. It also 
causes the drops to be made unequal or “close outside.” 


Correcting the error of strong lock by moving the “R 
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This is the fifth instalment of a series of 
original articles on “Practical Modern 
Watchmaking,” which have been prepared 
as part of the new educational program of 
the Horological Institute of America and 
though the courtesy of that organization 
are here appearing in print for the first time. 
Following their first publication in JEWELERS’ 
CircuLAR-KEYSTONE, reprints of the articles 
will be made available through the Horo- 
logical Institute, to whom requests and in- 
quiries should be directed. Address Ralph E. 
Gould, Secretary, Horological Institute of 
America, c/o Bureau of Standards, Wash- 
ington, D. C. 











stone” im will cause the jewel pin and guard pin shake 


to be corrected. Also will equalize the drops. 


A LIGHT LOCK 
A light lock: A light lock caused by both stones being 


moved in an equal distance will cause the jewel pin and 
guard pin shake to be made lighter in proportion. Cor- 
recting the error of light lock by pushing out both stones 
will cause the jewel pin and guard pin shake to be cor- 
rected. 

A light lock caused by both stones being moved in 
will necessitate opening the bankings a lesser distance to 


























il 


Fig. 25 


allow the impulse to let off. We will, therefore, have a 
light jewel pin shake or a “long fork.” 
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Earns 
$150 EXTRA 
in first twenty days... . 





This experience of J. W. Caruthers of Mt. 
Pleasant, Texas, is not unusual. He tells us 
that his first twenty days of WatchMaster 
ownership produced not only new customers 
but also higher charges for watch repair work. 
“The cost of the 

machine,” he adds, Watch 
“is but a drop in 





WATCH-RATE RECORDERS 


showing the 24 hour rate of any 
watch in any position, and in- 


Distributor of Western Electric Watch-rate Recorders 
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A light lock caused by the “L stone” being moved in 
will cause the jewel pin and guard pin shake to be made 
light on the ‘‘R” side. It also causes unequal drops or 
“close outside.”” Correcting the error of light lock by 
moving the “L stone’ out will correct the jewel pin 
and guard pin shake. Also will equalize the drops. 

A light lock caused by the “R stone” being pushed in 
will cause the jewel pin and guard pin shake to be made 
It also causes the drops 


unequal light on the “L” side. 
Correcting the 


to be made unequal or “close inside.” 


7) BALANCE 
| 


| A+ JEWEL PIN RADIUS 





CORRECT LOCK & 
JEWEL PIN SHAKE ' 
| 








ESCAPE ‘ 
A— 1-5 a aaaenenee 


Fig. 26 


error of light lock by moving the “R stone” out will 
increase the lock and correct the jewel pin and guard 
pin shake. Also will equalize the drops. 


JEWEL PIN SHAKE 


The jewel pin can be moved towards the fork slot or 
away from the fork slot. 

The guard pin can be moved towards the roller or 
away from the roller. 

These two moves must not be overdone. Therefore, 
if your lock and drop is equal, and you have just reset 
a roller jewel and upon examination find that the jewel 
pin will not pass out of the fork slot, it is perfectly 
proper to use a roller jewel heater, and warm the shellac 
sufficiently to permit the roller jewel to be moved to- 
wards the balance staff. By the same reasoning, if you 
have too much jewel pin shake you can move the roller 
jewel towards the fork slot. 

Never tip a jewel pin sideways to correct an unequal 
jewel pin shake. But to correct an unequal jewel pin 
shake, strong on the “R stone” side, with a strong lock, 
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Fig. 27 


push in the “L stone,” and rebank to the drop. 

Strong on the “R stone” side with a light lock, pull 
out the “R stone” and rebank to the drop. 

Strong on the “L stone” side with a strong lock, push 
in the “R stone” and rebank to the drop. 

Strong on the “L stone” side with a light lock, pull 
out the “L stone” and rebank to the drop. 

With a perfect lock and drop and an unequal jewel 
pin shake, bend the fork and then rebank to the drop. 
Before bénding a fork, however, be sure it is soft enough 


eee ciiinis 


yt 


h~ JEWEL PIN RADIUS | Poh JEWEL PIN RADIUS 






PALLET 


DEPTH SHALLOW OR 


SLOT LONG OR 
SHORT FORK 


LONG FORK 


| ESCAPE 
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Fig. 28 





to bend; if it is not, the safest and best way is to move 
one stone out and the other in. 

If the jewel pin shake is strongest on the “R stone” 
side, move out the “R stone” and move “L stone” in. 

If the jewel pin shake is strongest on the “L stone” 
side, move “L stone” out and “R stone”’ in. 


UNEQUAL DROPS 


An unequal drop or “close outside” will be caused by 
the “R stone” being moved out and the “L stone” being 
moved in. 

An unequal drop or “close inside” will be caused by 
the “L stone” being moved out and the “R stone” being 
moved in. 

To correct a “close outside”: 
With a perfect lock, move “L stone” out and “R 
stone”’ in. 
With a strong lock, move “L stone” out and “R 
stone” in, until lock is correct. 
With a light lock, move “L stone” out. 

To correct a “close inside”’: 
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TO OUR FRIENDS 
IN U.S.A. WE SAY; 


send us your sweeps as usual. 


The war makes no difference what- 
ever to our ability to quote top prices 
or to your compensation in the event 


of loss. 
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GEMSTONES 
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Completely re-written and brought up to date, 
GEMSTONES again takes its place as the 
leading book for the study and determination 
of gems. The many characteristics of gems 
are listed and discussed by the author who 
clearly shows how each can be identified. Stu- 
dents of gemology—in fact anyone interested 
in gems—should read this latest work by one 
of the world’s outstanding authorities. Well 
printed and handsomely bound, this book con- 
tains 443 pages and 42 plates, four of which 
are presented in color. 
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With a perfect lock, move “R stone’ out and “L 
stone” in. 
With a strong lock, move “L stone” in. 
With a light lock, move “R stone”’ out. 
To correct “imperfect drops” : 
With a light lock, pull the stone that has the least 


drop. 
With a strong lock, push stone that has the most 


drop. 
UNEQUAL LOCKS 

The effect of moving the “‘“R stone” out is to increase 
the lock on both stones, yet it increases the lock more on 
the L than on the R. Also moving out the “L stone” 
increases the lock more on the R than on the L. This 
condition is so slight that it cannot be depended upon 
to correct an unequal lock of any great difference. 

Unequal lock is corrected by changing the pallet 
stones or by moving them in or out. 

Thicker the stone, lighter the lock. 

Thinner the stone, stronger the lock. 

Then to equalize an unequal lock put in a thicker or 
thinner pallet stone. 

If you have a stronger lock or “R stone” than on the 
“I, stone” it will be necessary to put in a thinner “L 
stone,” or a thicker “R stone.” 


IMPULSE 


The effect on the impulse of moving the pallet stones 
is as follows: 

To move “I, stone’ out and “R stone” in decreases 
the impulse on both stones. 

To move “R stone” out and “L stone” in increases the 
impulse on both stones. 


or 

To move “R stone” out increases impulse on both 
stones. 

To move “R stone” in decreases impulse on both 
stones. 

To move “L stone” out decreases impulse on both 
stones. 

To move “I, stone” in increases impulse on both 
stones. 


DRAFT FEATURE 


The draft or draw is effected quite rapidly by moving 
the pallet stones in or out. 

To move the “R stone” in and “L stone’ out will 
decrease the draft on both stones. 

To move the “R stone” out and “L stone” in will 
increase the draft on both stones. 

These two moves carry us back to the sections on 
unequal jewel pin shake. Therefore, if all the condi- 
tions so far mentioned are carefully studied both by 
practical work and by reference to the escapement 
drawings, the theory of escapements will soon become 
very interesting and by cross checking all moves and 
conditions much personal satisfaction can be gained, 
also you will be so much more the master of the work 
in hand. Strive to extend your ability beyond the de- 
mands placed upon you, and you will be a successful 
workman. 


TESTS 
Slide: The slide can be tested by holding the watch in 
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the left hand, put soft part of first finger in such a 
position on the edge of balance wheel that it can be 
steadied on the pillar plate. Bring jewel pin in fork 
slot, move balance very, very slowly until the impulse 
lets off; an escape wheel tooth will come to lock. Now 
observe the amount of lock, then give the balance a 
quick turn, so as to carry jewel pin completely out of 
fork slot. Look through the peek holes in the pillar 
plate with a double eye glass, you can see the slide 


perfectly. 


SAFETY ACTION 


After the escapement has been matched, it should be 
tested to see if the safety action functions properly. 
Hold watch as always in left hand, supported on bench 
or a movement block, with first finger move balance so 


O— — 


/ / 
° //) 
@- 
1, Balance top pivot. 2, Oil retaining groove-back taper. 3, Hair- 
spring collet shoulder. 4, Balance wheel shoulder. 5, Impulse roller. 
6, Jewel pin. 7, Guard pin. 8, Safety roller. 9, Safety roller shoulder. 
10, Balance lower pivot. 11, Pallet top pivot. 12, Pallet and fork. 
13, Pallet arbor (tapered). 14, Pallet lower pivot. 15, Escape wheel 
pinion. 16, Escape wheel. 17, Escape wheel shoulder. 18, Escape 

lower pivot. 








Fig. 29 





the jewel pin will pass in and out of the fork slot. Now 
with an escapement trying tool, reverse the train at 
third or fourth wheel; this will turn the escape wheel 
backwards and throw the guard pin forcibly against the 
safety roller. The jewel pin will now be required to 
enter the fork slot with perfect safety. Also turn 
balance wheel so the jewel pin is touching on the back 
side of fork horn, then reverse train, and release bal- 
ance; if it is carried safely back into the fork slot on 
both sides it proves that the safety action is all right. 


JEWEL PIN FREEDOM 


With watch held in left hand, move balance wheel 
with first finger of the right hand so the jewel pin will 
engage the fork slot. Bring the pallet stone to lock; 
now very, very slowly reduce the lock by turning the 
jewel pin towards the line of centers of escape pallet 
and balance. At the exact instant that the impulse begins, 
the impulse face of the escape wheel tooth will advance 
with a snap, and you will be able to determine if you 
have an excessive jewel pin freedom or a proper amount 
of freedom. 

It will be obvious after a little thought that the fork 
slot will be carried forward by the impulse until it 
contacts with the jewel pin, and naturally if the jewel 
pin is .005 or .006 of a centimeter smaller than the fork 
slot the tooth will advance quite a distance on the pallet 
stone. 


When it is impossible to see a pallet stone to deter- 
(Please turn to page 147) 
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ELF-WINDING WATCHES—Do you have any 

idea why self-winding watches are not much used 
in America? I understand they are quite popular in 
Europe. Also could you tell me how the automatic 
winding is done in the following makes of watches: Har- 
wood, Rolls, Glycine, Wig Wag, Wyler and Autorist? 
(Question No. 5304.) D. N. Co. 


Answer—In trying to account for the fact that self- 
winding watches have never become popular in America, 
one guess is perhaps as good as another. It might be 
that the greater complication and cost of these watches 
is a factor; or the cost of advertising to create a market 
for a new thing; or fears that the guarantee or repair 
service of these more complicated watches would be a 
losing proposition, etc. 

The Glycine, Harwood, Rolls, and Wig Wag watches 
wind on the “‘pedometer” principle. A weight within the 
movement oscillates with the motion of the wearer, and 
a click and ratchet operated by the pedometer weight 
keeps the mainspring wound. In the Rolls and Wig Wag 
watches, the movement itself is mounted inside the case 
to act as the pedometer weight. In the Autorist watch, 
the movements of the wearer’s wrist muscles cause ten- 
sion on the watch strap which pulls on one of the bails 
of the case, operating a click and ratchet that does the 
winding. In the Wyler watch, an extra case-back is 
operated on the same principle as the case-bail of the 
Autorist watch. 


EFINISHING MARBLE—Can a marble clock 
case that has become dull-looking be refinished in 
any simple way? (Question No. 5305.) S. T. 


Answer—Make a thin paste by dissolving beeswax in 
turpentine. After washing the case with soap and water, 
spread a thin coat of the wax paste over the marble; rub 
it with clean cotton waste or rag, and finish by rubbing 
thoroughly with clean old linen rags. This should re- 
sult in a fine brilliant black appearance unless the marble 
surface had been physically damaged or discolored by 





WORKSHOP 
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AND 
ANSWERS 


some liquid that had a chemical effect on the original 
color of the marble. 


IVOT DRILL CHUCK—Who makes a good chuck 
for pivot drills to use in the tailstock of a lathe? 
(Question No. 5306.) Y., Inc. 


Answer—Some lathe manufacturers make tailstock 
drill chucks, but we doubt whether any of them would 
recommend using these chucks for small pivot drills, 
although they are good for larger work. In the smaller 
work, the drills are so very small that operating them 
through a tailstock does not give a sensitive enough 
‘feel’ and control of the drill, and the result is frequent 
breakage of drills. The most-used method for holding 
pivot drills in use is in a small light pinvise which af- 
fords a delicate control of the drill. 


OLORING SOLDER—In repairing an old brooch, 

I had to use soft solder on the back, and some of 

this solder cannot be removed. Is there any way of 

coloring the solder to match the gold, which is a reddish 
color? (Question No. 5307.) D. M. 


Answer—Dissolve sulphate of copper, “blue vitriol,” 
in water until the water will dissolve no more. Apply 
this solution with a brush to the soft solder, so freely 
that the solution forms a deep drop covering the solder. 
File or emery a piece of iron wire perfectly clean, and 
hold the end in the drop of solution. This will deposit 
a coating of copper on the soft solder which should rea- 
sonably well match the appearance of the gold. 


AGNETISM TEST—Sometimes I think the small 

compass I use for detecting magnetism isn’t sensi- 

tive enough for small bracelet watches. Can you tell me 

of some more sensitive test than by compass? (Ques- 
tion No. 5308.) A. O. A. 


Answer—The most sensitive tester for magnetism 
that we know of can be made out of a glass material vial, 
a strand of silk thread fiber, and a short piece of iron 
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binding wire. Pull a single strand of fiber from a silk 
thread; fasten an end of it with shellac to the bottom 
of the cork of the vial; shellac, to the other end of the 
fiber, a piece of jewelers’ iron binding wire about ¥4- 
inch long, the fiber attached to the middle of the wire, 
and long enough to allow the wire to reach almost to the 
bottom of the vial, with the cork in place. Holding the 
bottom of the vial centered over the moving watch bal- 
ance will detect magnetism more sensitively than even a 
small compass needle will. The iron wire will follow 
the motions of a balance which has the least trace of 


magnetism in it. 


LD WATCH TERMS—I am curious about some of 
the descriptive terms used in a wholesale catalog of 
watch movements and cases published in 1892. This 
isn’t very long ago, but some words in the catalog I 
never see relating to watches of today. What does 
“hairsprings hardened and tempered in form” mean? 
Also in the descriptions ‘of watch cases: “Jurg. lip’ and 
“bascine’”? (Question No. 5309.) F. F. 


Answer—“‘Hardened and tempered in form” is no 
doubt in the catalog of Waltham watch movements. This 
term designates a process invented by A. J. Logan, and 
used by the Waltham Watch Co., in which the overcoils 
of the hairsprings were bent before hardening, fastened 
in grooves of the required form in the coiling boxes, and 
the box, soft springs, and all, made red hot in a cyanide 
bath and hardened and then tempered before removing 
the springs from the boxes in which they were formed. 
“Jurg. lip” (Jurgensen) refers to a detail of a hunting 
watch case in which extensions on the lid and the back 
of the case formed a part of the pendant. ‘“Bascine” 
(sometimes spelled bassine) describes the kind of joint 
between the center and back or bezel of a watch case, 
which was invisible when the case was closed—the edges 
of the joint meeting flush with the surfaces of the cen- 
ter of the watch case. 


RUSHING WHEELS—Is there any way to handle 
watch train wheels when brushing them after the 
sawdust drying, to cut down the number of times the 
wheels are flipped out of tweezers by the brush, and apt 
to get lost? (Question No. 5310.) H. O. L. 


Answer—Form the habit of holding a wheel by its 
web in the tweezers, and hold it at the same time lightly 
against clean paper on the bench, with the pinion upper- 
most, while brushing. 


iy BEAT—Putting watches in beat has always made 
‘a good deal of trouble for me. I remember my 
father used a device he called a “beat block’ but this 
has been lost. Is there any special way to do this job 
quickly? (Question No. 5311.) C. D. 


Answer—It is really so easy to put a watch in beat 
that the old device of “beat block” should have been con- 
sidered superfluous. Whatever the design of a watch 
with lever escapement, the watch will be in beat when 
the balance and roller jewel, with the hairspring at rest, 
will hold the lever in the center between the bankings. 
With the watch run down or the train blocked so as to 
take all power off the escapement, turn the balance 
within the hairspring collet so that when the balance is 
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let go, it will come to rest with the lever centered be- 
tween the bankings. In doing this, hold the hairspring 
collet with collet wrench and turn the balance either di- 
rection as required, by tweezers applied to balance arm 
while holding the collet. 


———_—__—_. 


PRACTICAL MODERN WATCHMAKING 
(From page 145) 


mine the amount of lock it can be approximately esti- 
mated by the previously explained method. Have the 
jewel pin engage the fork slot and bring the pallet stone 
to lock. Now very, very slowly reduce the lock; watch 
carefully with a double eyeglass how far the fork moves 
backwards before the escape wheel unlocks. By practice 
on watches that you are able to see the lock you will 
be able to do very well with those models that are so 
constructed that the lock cannot be seen. 

Now, as a final test to make sure the safety action 
will work, and after you are sure enough of yourself to 
attempt the test, you can hold the watch securely on a 
movement block, use your escapement tool and reverse 
the fourth or third wheel; this will throw the guard pin 
against the edge of the roller, and if you turn the bal- 
ance so it will make a complete turn both ways, taking 
the jewel pin in and out of the fork slot, the fork will 
be kept in its proper position, and you can feel certain 
the jewel pin will not go out of action as a result of 
some slight jar to the watch. If the jewel pin will not 
enter the fork slot in this test, it will indicate that the 
guard pin shake is not perfectly adjusted, at the time 
of the drop, or that the jewel pin shake is too light, or 
that the corners of the jewel pin are sharp, or that the 
faces of the fork horns are rough. 

Fig. 25 shows the effect of moving both stones out. 
The pallet is no longer “circular” and hence the stones 
are not properly adjusted. Note that moving the R 
stone out increases its radius, while moving the L stone 
out decreases its radius. This is the cause of unequal 
drops. 

Fig. 26 shows the correct lock and jewel pin shake 
and their relation to each other. If the fork were too 
long or if the jewel pin radius were too long, the con- 
dition shown in Fig. 27 would result, i.e., the jewel pin 
would not pass out of the fork slot, and, of course, there 
would be no jewel pin shake present. If the fork or 
the jewel pin radius were too short, there would be too 
much jewel pin shake, and the escape wheel tooth would 
unlock as shown in Fig. 28. 

As a final check on the escapement, make sure that it 
is correct in side view. (See Fig. 29). See that the 
guard pin lies in the middle of the safety roller, not 
above it or below it, and that it does not strike the bot- 
tom of the jewel pin. The fork should not rub on the 
impulse roller, and, of course, the pallet stones should 
lie in the plane of the escape wheel. If there is too much 
endshake on the escape wheel, the latter condition will 
not always exist. 

It will require a little practice to become familiar 
with escapement adjustment, but once certain ideas have 
been made clear, it is not difficult. It is believed that a 
careful study of the accompanying illustrations will 
prove of great value to anyone attempting to master 


the subject. 
(To be continued) 









° ° IF YOU ARE IN NEED of a watch- SALESMAN, established following fj 
Special Notices maker, jeweler or optician, write to Fifth Ave. stores, seeks new connec. 
Henry Paulson & Co., 37 So. Wabash tion; will consider small investment, 
Ave., Chicago, Ill. Address “E., 4197,” care Jewelers’ Cir. 


cular-Keystone. 





Payable invariably in advance. 








FIRST CLASS jewelry jobber and en- 





F graver, 28 years’ experience; best ref- EXPERIENCED watchmaker, jeweler 

Rates under all headings except erences. Address “R., 4210,” care and excellent salesman, desires _posi- 
“Situations Wanted” $1.50 for first 25 Jewelers’ Circular-Keystone. tion in first class store; preferably as 
ene manager repair department; finest 

words. Additional words, 5c. a word. character and personality. Address “D., 
WATCHMAKER’S assistant, experienced, 4233,” care Jewelers’ Circular-Keystone, 


reliable, personable, desires position 
Gi at * Speer WANTED —. for New York City or vicinity; best refer- 
rst words. Additional words 5c. a ences. Address “V., 4150,” care Jewel- | WATCHMAKER, 29 years’ experience; 
word. ers’ Circular-Keystone. reliable, capable; references furnished; 
commission basis; salary or part time; 
Brooklyn and New York City. Address 




















Heavy type, $3.00 for first 25 A-1 WATCHMAKER and good jeweler, “E., 4161,” care Jewelers’ Circulation- 
words. Additional words, 10c. a word. with 30 years’ experience wants posi- Keystone. 

tion at once with reliable store. Ad- 
dress “L., 4139,” care Jewelers’ Circu- 

Name, address, initials and abbrevi- lar-Keystone. oo oe woth banhon 2 > 
ations count as words, and are charged taxes, note settlements; 11 years with 
for as part of the advertisement. WATCHMAKER, over 25 years’ experi- last concern, desires position with 

ence on all makes and sizes of watches, progressive concern, Address “‘T., 4212,” 
be f rded. 15 wishes position in Maine; fine workman care Jewelers’ Circular-Keystone. 

If answers are to be forwarded, Cc. and dependable. Address “K., 4138,’ 
extra to cover postage must be en- care Jewelers’ Circular-Keystone. 
closed. YOUNG MAN, 30, married; 12 years 

with a leading New York importer 
BOOKKEEPER, full charge of office de- pearls, precious stones; also retail 
Advertising matter addressed to oe: Hn ee Seo in sooeey — —. . a yy pyres 
A . < industry; excellent references. Address references. ress “N., »” Care 
a advertisers will not be de “L., 4163,” care Jewelers’ Circular- Jewelers’ Circular-Keystone. 
e ad Keystone. 








YOUNG MAN with experience in watch- 


r I 7 iil ai making and jewelry repairing, wants 
ale vice gc A naa po ae My position as second watchmaker; high 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 














of the paper containing their adver- ence; best of references; desires posi- school graduate; Southern States pre- 
tisement. tion with reliable firm. Address ‘“M., ferred. Address P. O. Box 346, Marion, 
4176,” care Jewelers’ Circular-Keystone. Va. 
Smee notice forms close 20th of eee ENAMELER; extensive experience, de- 
month. JEWELER, general repairman, stone set- sires position with firm making enamel 
coat; Waleet Gulemaae Gallen Teh oT cae Gk Ge ee ee 
; i “nce ; shes sition wl ete.; contract wi rin u articu- 
age a nant gee cong retail concern, Address “M., 4164,” lars. Address “T., 41257” a eee 
publis ts name an a ’ care Jewelers’ Circular-Keystone. ers’ Circular-Keystone. 
answers will be directed care The 
Jewelers’ Circular-Keystone. ‘ 
SALESMAN, young, man, have ola | JEWELRY REPAIR srtimar and ets 
In answering ads, do not enclose platinum and gold jewelry in New with high class retail New York con- 
baste a York City; have some following; also a UREA ferences. Address “S 
original letters of recommendations, capable jeweler. Address “G., 4104,” fill io ee wae eter Circular-Key- 
send duplicates. care Jewelers’ Circular-Keystone. stone. 








Te avoid unnecessary correspon- RETIRED jeweler-optometrist’s services CAPABLE JEWELER, experienced on 


4 dence mention your location in ihe available while you are on your vaca- platinum and gold mountings, desires 
2 advertisement. tion; after May ist; references fur- position in New York City; can do 
nished. Address “Jeweler,” 7531 Normal complete job; A-1 references. Address 
Ave., Chicago, Il. “E., 4108,” care Jewelers’ Circular- 





Keystone. 





welers’ Circular-Keystone 
Je “ . Cc neue Y COMPETENT assistant watchmaker, de- 


pendable, pleasing personality, desires MASTER watchmaker, 41 years of age, 


100 E. 42nd St., New York position New York City or vicinity; ex- 29 years on bench; conscientious, ex- 
cellent references. Address “C., 4194,” perienced worker, desires change of 
care Jewelers’ Circular-Keystone. position; New York or Metropolitan 


area. Address “H., 4105,” care Jewel- 
ers’ Circular-Keystone. 





RESULTS guaranteed by this recognized 
man prepared to perform a good sell- 

















ing job in some reputable retail credit HANDY, all around manufacturing and 
establishment. Address “E., 4218,” care repairing jeweler, has also store ex- 
: ‘ Jewelers’ Circular-Keystone. perience, desires permanent position 
Situations Wanted. anywhere; best references. anes. 
i os Os 
FIRST CLASS watchmaker and plain en- —— a ee 
Under this heading, 75c. for first 25 graver ones panties in New Orleans ‘ 
ses ° or vicinity; best references; front en 
words, Sc. for each additional word; preferred. ' Address “K., 4226,” care | FIRST CLASS watchmaker, 10 years’ 
minimum charge, 75c. Jewelers’ Circular-Keystone. experience; now employed, desires 


change; must be steady work, at good 
wages with chance for advancement. 











IXPERT, well trained manufacturing Address “N., 4178,” care Jewelers’ Cir- 
STENOGRAPHERS, BOOKKEEPERS, jeweler, setter, designer ; Special order cular-Keystone. 
typists, clerks furnished; no charge. or stock, platinum, gold; best refer- 
Fulton Agency, 93 Nassau St., Cort. ences. Address “A., 4236,” care Jewel- JEWELER 1 ; 1 
7392, New York. ers’ Circular-Keystone. “hs , general repairman, long ex- 


perience, can also do setting, under- 
stands stones, pearls, etc., wants steady 



































SWISS and railroad watchmaker, 25 job: willi * ex- 
SALESMAN desires line gold or platinum years’ experience; moderate salary cr job; willing start moderate salary ; ge 
: a I 7 cellent references. Address “L., 4231, 
jewelry, for Middle West and New York will consider commission; good refer- care Jewelers’ Circular-Keystone. 
City; have established following better ences. Address “D., 4239,” care Jewel- 
stores. Address “E., 4072,” care Jewel- ers’ Circular-Keystone. : ; 
ers’ Circular-Keystone. MANAGER, buyer, installment; 15 years 
experience; A-1 salesman; capable of 
EXPERT diamond setter and jeweler, 38, taking complete charge credits, collec- 
HOWARD BROWN, the watchmaker married, desires position; can estimate tions; trimming effective windows; ad- 
salesman, with the credit store per- watch repairs; go anywhere. Address vertising, sales promotion. Address “‘S., 
sonality. 187 N. 19th St., East Orange, “E., 4234,” care Jewelers’ Circular- 4206,” care Jewelers’ Circular-Keystone. 
N. J. Orange 3-5870. Keystone. 
PROMINENT salesman available now 
YOUNG MAN, 20 years old, six feet tall, for high class jewelry store; thorough- 
WATCHMAKER; excellent, mechanic, college education, knowledge of book- ly familiar most successful installment 
estimator; thoroughly experienced; keeping, one year experience jewelry operation; preferably the Midwest. Ad- 
$45-$50. Address “N., 4168,” care field, desires position. Address “D., dress “O., 4204,” care Jewelers’ Circu- 
Jewelers’ Circular-Keystone. 4215,” care Jewelers’ Circular-Keystone. lar-Keystone. 
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Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WANTED, six “Mary Chilton” ice cream 
spoons, flat lip; state price and condi- 
tion. Bousquet’s Jewelry Shop, 513 
Main St., Worcester, Mass. 





WILL BUY acceptable brass ring models 
or casting, all kinds; for appointment 
Address “K., 4133,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED TO BUY antique gold jewelry 
bracelets, lockets, earrings; large old 
amethysts, topaz and garnets; cash by 
return mail. LeBijou, 1396 Sixth Ave., 
New York City, N. Y. 





HIGHEST PRICES paid watchmaker’s 
lathes, benches and material; jewelry 
machinery, scales, stores and factories; 
optical tools, machinery and _ supplies. 
Pollack, 141 Hester St., New York. 





50,000 USED movements and watches 
needed, any size, make or condition; 
highest prices paid, shipments held in- 
tact for your approval. B. Lowe, Box 
525, Chicago, Ill. 





DON’T THROW away your discarded 
stones; we pay cash for your onyx, 
rubies, sapphires. etc.; send lot for 
estimate and offer; return postage 
guaranteed; references. Braunfeld & 
Mehlman, 108 Fulton St., New York 
City. 


Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bidg., St. 
Lous, Mo. 








PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, ‘Vaku-um” 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 





AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker delivery 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
account, Miller’s Pen Service, Atlanta, 
Ga. 








To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











Match Work, etc., for the 
Crade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








HIGH GRADE watch repairing for the 
trade; excellent workmanship; reliable 
service; a trial order will be convinc- 
ing; prices reasonable. Albert May- 
hoefer, 3003 Southport Ave., Chicago. 





WATCH REPAIRING for the trade; 
prompt mail service and _ reasonable 
prices; work guaranteed. J. A. Sum- 
mers, 437 S. Shippen St., Lancaster, Pa. 





TRADE watch repairing; prices reason- 
able; work guaranteed and prompt 
service. G. Edward Fleisher, P. O. Box 
944, Lancaster, Pa. 





HIGH GRADE£ watch and jewelry repair- 
ing; 50 years’ experience; all work 
guaranteed and the lowest possible 
prices; prompt mail service; complete 
insurance protection. Jay Day, jeweler, 
established 1905, Hollis, Okla. 





GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, Ill. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished; 
out of town accounts solicited; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 





REASONABLE rental; second floor ioft 
at 63 Nassau St., New York City (near 
Maiden Lane) ; $25 per month; inquire 
in Restaurant on first floor of premises. 





SUBLET part of office, separate entrance, 
North light; ideal for diamond dealer, 
setter, engraver; very reasonable. Leo 
Psygoda, 48 W. 48th St., New York 
City. 








Lost 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








LOST OR STOLEN at scene of fatal 
accident; gentleman’s Longines 
wrist watch number 5463179, stock 
number (stamped on edge of case 
near stem) 3A4306; 17 jewels, 
14K yellow, rectangular case, plain, 
curved, one side step, white dial, 
gold numerals; communicate with 
police department, Lorain, Ohio, or 
George Reilly, 422 Short St., EIl- 
wood City, Pa. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words 5 cents a word 








LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





SPECIALIZE in making any part for 
plain or complicated fine watches; also 
high grade watch repairing; member 
of Horological Institute of America, 
Washington, D. C., and MHorological 
Society of New York. M. Aschendorf, 
11 John St., New York City. 








WATCHMAKERS; increase your ability 
through the highly recommended books; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 











JEWELRY, GEM CUTTING 
and METALCRAFT 


by W.T. Baxter 


Instructor in Art Metal and 


Jewelry, Woodrow Wilson High 
School, Washington, D. C. 


A book explaining the 
tools, materials and meth- 
ods used in trade shops. 
A reliable guide for ap- 
prentices—a helpful and 
informative book for the 


journeyman worker. 


Contains 224 pages—Pro- 


fusely illustrated. 


Price $2.50 Postpaid 
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Hamilton Wins Nation's Highest Award For 1940's Best Advertising Copy 
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These are the twin Hamilton advertisements that won the nation's highest award for 1940 


Hamilton’s full color, twin Christmas 
advertisements, so favorably received by 
the jewelry trade last fall, have just 
been awarded the nation’s highest honors 
for excellence of copy. The formal pres- 
entation of the annual advertising medal 
award was made Feb. 13 at a dinner 
held on the Starlight Roof of the Wal- 
dorf-Astoria, in New York. The occa- 
sion, attended by more than 500 nation- 
ally prominent advertising men and sales 
executives, was highlighted by the pres- 
ence of Defense Commissioner William 
S. Knudsen, radio commentator Ray- 
mond Gram Swing and advertising’s own 
Bruce Barton. 

The annual awards are open to any 
advertiser, agency or medium in the 
country, and, last year, entries were so 
numerous as to have still been over four 
thousand in number after the first elim- 
ination. A distinguished jury of sixteen 
members finally decided on Hamilton’s 
two submissions, “To Peggy” and “To 
Jim,” hailing them as outstanding ex- 
amples of the human interest school of 
advertising copy. Their public accep- 
tance was demonstrated by the flood of 
letters and editorial comment from all 
over the country. Here are a few typical 
examples: 


From Falmouth, Kentucky—“Congrat- 
ulations on your ‘To Jim’ and ‘To 
Peggy’ ads. Don’t think I’ve seen bet- 
ter. Please send watch folder. I want 
to get HER one for Christmas.” 

From Cody, Wyoming—“. . . your ex- 
cellent advertisement has sold for one 
typical housewife a Hamilton watch for 
a swell husband.” 

From Lexington, Kentucky—“.. . those 
two ads do what ads rarely do—tug at 
the heartstrings—they are so effective. 
Honestly, ’'d buy my wife a Hamilton 
for Christmas—if my wife needed a 
watch—if I had a wife!” 

From New York City—“. .. there will 
be another Hamilton in the family this 
Christmas.” 

From Nashville, Tennessee—‘One of 
the best ever put out by any company. 

I’ve decided to replace my wrist 
watch with a Hamilton.” 

From Pittsburgh, Pennsylvania—. . . 
it is so different to see something that 
has a little bit of feeling in it, rather 
than the run-of-mine advertising.” 

From Brownwood, Texas—“I surely 
like the ads that Hamilton puts out and 
so does my husband and he wants a 
Hamilton. Please send folder.” 





Sterling Guild Offers Course 
On How to Sell Sterling 


A series of bulletins which are in 
effect a practical down-to-earth course 
in the effective selling of sterling at re- 
tail has just been announced by the 
Sterling Silversmiths Guild of America, 
20 W. 47th St., New York. To be issued 
at intervals of 10 days or two weeks 
through the coming year (skipping the 
summer and holiday seasons), each bulle- 
tin takes up one point of successful 
sterling selling, discussing it from all 
angles in common sense brass tacks man- 
ner, setting forth facts and ideas gar- 
nered from the experiences of outstand- 





ingly successful dealers from all parts 
of the country. 

The first bulletin which has just ap- 
peared is entitled “What’s Back of the 
Successful Salesman” and discusses the 
attitude of such a man toward his mer- 
chandise. ‘Titles of future bulletins in- 
clude such topics as “Why Your Custom- 
ers Prefer Sterling,” “Turning Everyday 
Situations into Increased Sales,” “Mak- 
ing Value Outweigh Price,” “Everyday 
Difficulties and How to Meet Them,” and 
similar practical angles. 

The bulletins are put out in loose leaf 
form, letterhead size, punched to fit the 
sturdy binder which is supplied to each 
person enrolling for the series. The cost 
including both bulletins and binder is $2. 
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A National Ad Every Week 
For Community Plate 


Harley H. Noyes, sales director for 
Oneida, Ltd., makers of Community 
Plate silverware, announces that the 
company’s advertisements in leading 
magazines during 1941 will appear with 
a frequency average of more than once 
a week during the entire year to reach 
the year-round bride market. The pro- 
gram includes full-color ads in Saturday 
Evening Post, Ladies’ Home Journal, 
and nine other class circulation mag- 
azines. 

Illustrations will feature new wedding 
gowns from the salons of America’s out- 
standing fashion authorities such as Hat- 
tie Carnegie, Sally Milgrim, Vogue, and 
Orry Kelly; each gown being inspired 
by some pattern in the Community Plate 
line. Copy stresses design integrity, in- 
suring life-time beauty and styling, low 
first cost and extra long wear because 
of the Community process of overlaying 
pure silver at wear points. 

Point-of-sale material ties in with the 
magazine theme, displays designed with 
miniature mannequins realistically mod- 
eling actual tiny fabric models of the 
dresses featured in the ads, the man- 
nequin gowns being complete to the last 
exquisite detail of the originals. 

Incorporating one of the miniature 
mannequins, a mechanical display that 
shows the gown to the fashion-hungry 
women window shoppers from _ every 
angle seems certain to attract much at- 
tention, as it dramatically ties in the 
Community Plate pattern display with 
the dress that was inspired by it. 

An attractive new container, the 
Vogue chest, with bronze finish feet and 
handles and a crystal-glo lining, houses 
a complete 53-piece Community Plate 
service for 8 at $49.75. 





New Fruit Juice Extractor 


Jewelry stores 
that handle elec- 
tric and _ food 
appliances will un- 
doubtedly find the 
new fruit juice ex- 
tractor just put on 
the market by the 
National Die Cast- 
ing Co., Chicago, 
Ill., an interesting 
item. 

As shown in the 
accompanying cut, 
it is of attractive 
design, chromium 
plated. Eighteen 
and one-quarter 
inches tall, it ac- 
commodates a large 
size glass under 
the strainer which 
is interlocking with 
the cup, and the 
hold is so arranged 
that direct pres- 
sure is applied 
over the fruit. 

Retail price is 


$8.95. 
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Mido Watches Drive 
For U. S. Business 


Capitalizing on the current trend in 
America in defense preparedness, indus- 
trial and _ scientific activities, Mido 
Watch Co., manufacturers of the “Mido 
Multifort Super-Automatic” watch, have 
taken steps for intensifying distribution 
of their products in the United States. 
Arrangements have been made with five 
leading importers for exclusive distribu- 
tion to the jewelry trade and national 
magazine advertising will begin this 
spring. 

Pierre L. Poffet and Henry Schaeren, 
Jr., executives of the firm, are now in 
New York, completing the details. The 





executives now in the 


Watch Co. 
United States. Left, Pierre L. Poffet; Right, 
Henry Schaeren, Jr. 


Mido 


firms appointed to handle the distribution 
are: Adams Watch, Ine., Aisenstein- 
Woronock & Sons, Inc., De Frece Watch 
Co., Inc.. Norman M. Morris, Inc., and 
Ollendorff Watch Co., all of New York 
City. 

These companies will conduct a joint 
trade campaign among jewelers, and sell- 
ing representatives are already in their 
territories with sample lines. Retail 
prices range from $29.75 to $165 in dis- 
tinctively styled cases of stainless steel, 
two-tone combinations of yellow gold 
and steel, and 14-K gold and with ra- 
dium, two-tone and plain dials, regular 
second hands and sweep second hands. 
The $29.75 model will not be available 
until very late in spring. 

The first consumer advertisements will 
appear in Life, Collier’s and Esquire, and 
will be built upon a new theme for 
watch advertising. Trade advertising will 
remind the jewelers of Mido selling 
points such as its automatic, waterproof, 
non-magnetic, shock-proof, self-winding 
and high precision qualities. Display 
material and newspaper advertising helps 
are being made available. 

The advertising will be planned and 
directed by Alfred J. Silberstein, Inc., 
advertising agency. 





New "Peacock Plate Finish 
On Manning Bowman Products 


A new and different technique of color 
plating of metal known as “Peacock 
Plate” will be a feature of a wide assort- 
ment of Manning Bowman products, the 
company has just announced. To de- 
scribe the effect in words is almost im- 
possible. It is, however, iridescent and 
presents a rippling and blending of tones 
which is not only brilliant but artistically 
effective. An almost innumerable vari- 
ety of colors and combinations of colors 
is available. 
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THE JEWELERS’ CIRCULAR-KEYSTONE GOES TO A PARTY 





With what is probably an all-time high for appropriateness, R. Wallace & Sons Mfg. Co. 
chose the Baroque Restaurant in New York City as the scene for the first preview of its new 
Grand Baroque pattern first announced in the advertising pages of JEWELERS' CIRCULAR- 


KEYSTONE last month. 


At a cocktail party tendered to silverware buyers for leading 


retail stores of the metropolitan area, and to the press, William Warren, Wallace designer, 
(1), who was introduced by Master of Ceremonies and Eastern Sales Manager Don Leach, 
(2) and Chairman of the Board Floyd Wallace (3), explained the symbolism and the de- 
velopment of the Grand Baroque theme and its incorporation in the newest addition to the 


Wallace family of patterns. 


A table completely set with this new sterling creation (4 and 5) was unveiled with appro- 
priate ceremony, and inspected by the guests a few of whom (6 and 7) are here caught 


Schick Doubles Sales Volume 


January sales of Schick Dry Shaver, 
Inc., were double those of the same 
month last year, it is announced by 
Kenneth C. Gifford, vice-president in 
charge of sales. The increase was at- 
tributed by Mr. Gifford to several fac- 
tors including the strong trend to a 
year-round market in the shaver indus- 
try, the rapidly growing replacement 
business, increasing consumer income, 
and favorable reception by the public 
of the new Schick hollow-ground 2-M 
shearing head. 

It has been estimated, Mr. Gifford 
said, that the replacement market will 
reach a new high in 1941, with about 
ten per cent of the present 6,000,000 
electric shaver owners expected to buy 
new models in the coming year. This 
increasing self-purchase is one factor in 
leveling off sales curves and eliminating 
excessively high peaks in gift seasons, 
he said. While no loss in electric shaver 
sales is anticipated in the gift periods, 
they have become relatively less impor- 
tant to the industry. 

Increased consumer income and the 
broader application of installment sell- 
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unaware by the candid camera man in a moment of relaxation before the unveiling. 








ing by retailers has also played a defi- 
nite part in Schick’s January sales 
increase, Mr. Gifford commented, in 
opening up a larger market among the 
lower income groups. 


Bulova Introduces New Military 
Type Wrist Watches 


Six tmewly styled, military-type wrist 
watches with radium hands and dials 
have been added to the Bulova line for 
1941. Both regular type second-hand 
and sweep second-hand models are in- 
cluded. Retail prices range from $24.75 
for the 15-jewel movement, to $49.50 in 
the 21-jewel series. 

Sales are anticipated not only to ser- 
vice men and relatives who want to pur- 
chase gifts for young men going into the 
service, but to the general public as well. 

Attractively boxed for display and 
gift use, these watches open a fertile 
field for additional local promotion, 
especially to jewelers who have a mili- 
tary training camp in their vicinity. 

Specially designed, attractive ad mats, 
featuring these new military watches, are 
available to Bulova dealers. 








Regional Sales Meetings Plan 
"Keepsake" Diamond Ring Program 


The spring advertising and merchan- 
dising campaign for “Keepsake” dia- 
mond rings was inaugurated by sales 
meetings recently in Syracuse and Den- 
ver under the leadership of Robert A. 
Pond, president of A. H. Pond Co., Inc., 
Syracuse, N. Y., makers of the “Keep- 
sake” line. 

New methods of increasing diamond 
sales for the jeweler with records to 
show that greatly increased sales have 
been achieved by every jeweler who fol- 
lowed the “Keepsake” recommendations. 

An increase of over 40 per cent was 
reported in the business of the company 





OAMOND ENGRGEMERT & 





New lighted revolving window display for 

"Keepsake" diamond rings. Like other dealer 

material furnished by this manufacturer, it 

is designed to display other gift merchandise 
as well as “Keepsake” rings. 


during 1940 making it the largest sales 
volume in the entire 48-year history. 

John B. Flack, advertising agent for 
the company, told both meetings of the 
advertising plans for 1941, which include 
17 insertions in nine national magazines, 
several of which will be full-pages in full- 
color in addition to the series of two- 
color, and black and white insertions. 
Periodicals to be used include Life, 
Saturday Evening Post, Good House- 
keeping, Glamour, Mademoiselle, and 
several movie magazines. Many display 
and merchandising helps are being of- 
fered, including the rotating window dis- 
play with changing color effects pictured 
herewith, which can be used to show 
watches and other gifts as well as “Keep- 
sake” diamond rings. 

Solitaire duets are being given promi- 
nence in the “Keepsake” line this spring 
in keeping with the prevailing style 
trend. 


Tudor Plate Secures Exclusive 
Silverware Tie-in with Fantasia” 


Oneida, Ltd.’s newest creation in Tu- 
dor Plate, the “Fantasy” pattern in- 
spired by the mood of Walt Disney’s 
smash film, “Fantasia,” which has played 
to enthusiastic millions over the nation, 
is taking full advantage of this over- 
whelming public interest by tying-in 
both its point of sale promotion and its 
advertising with the fantastic Iisney 
characters and scenes. Tudor arranged 
for the exclusive silverware tie-up with 
the “Fantasia” theme. 

Dealer helps include “Free Three” of- 





fer of a cold meat fork, a round pierced 
server, a pierced dessert server, and a 
new anti-tarnish wood chest to be given 
free with each complete service of this 
pattern. 

A $1 retail value sauce ladle in the 
graceful “Fantasy” design, which can 
be sold for only 25 cents retail, is being 
made available to retailers as a traffic 
builder. In addition,: an assortment of 
ever-popular baby items incorporating 
Disney character designs packaged in 
transparencies, will help to still further 
popularize the line. 


Swank, Inc. Keeps Name Exclusive 


Swank, Inc., manufacturers of men’s 
jewelry and braces, under the registered 
trade mark “Swank,” has_ successfully 
blocked an attempt by Royal Mfg. Co., 
of Duquesne, Pa., to register the word 
“Swank” as a trade mark in the United 
States patent office for shaving cream, 
by filing an opposition. A preliminary 
decree was entered to this effect on 
Jan. 16, 1941. 


International Announces 
New Sterling Pattern 


A new sterling flatware pattern titled 
“Colonial Shell” has just been announced 
by International Silver Co., and is being 
introduced to jewelers as rapidly as pos- 
sible. 

As the name indicates, the pattern is 
based upon Colonial themes of the 17th 
and 18th century period. Characteristic 
notes include the shell motif, the rat-tail 
design on the backs of the forks and 
spoons, deep over spoon bowls and the 
downward curve of the tips of the spoon 
and fork handles. 

The weight of the pieces, according to 
the makers, is somewhat heavier than 
that of the average pattern and they are 
characterized by deep carved modeling 
and fine balance. 





New Sales Manager for 
Remington Shavers 


J. S. Engel, western sales manager, 
has been appointed general sales man- 
ager of the General Shaver Division of 
Remington Rand, Inc., with headquar- 
ters at Bridgeport, Conn., effective Feb. 
1 


“Mr. Engel started with Remington as 
a typewriter salesman in Wilkes-Barre, 
Pa. His sales ability was quickly recog- 





J. S. Engel, newly appointed general sales 
manager, General Shaver Division, Reming- 
ton Rand, Inc. 


nized and he was soon promoted to 
branch manager of the Buffalo, N. Y., 
Typewriter Division. While at Buffalo 
he conducted sales schools for new sales- 
men. 

When the General Shaver Division was 
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organized he was made western sales 
manager, where his organizing and sales 
ability was an important factor in the 
rapid growth of the Remington electric 
shaver. 

He succeeds R. H. Alexander who re- 
cently resigned, to establish his own busi- 
ness to distribute several specialties on 
a national basis. 





. 


Ingersoll Watch Display Deal 
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Following the introduction of the War- 
rior, the new Ingersoll army wrist watch, 
Ingersoll-Waterbury Co. announces a 
small, attractive display deal for this 
model, including three Warrior wrist 
watches and a display as pictured above. 

These watches are expected to sell not 
only to service men, but to prospective 
soldiers, young men who want a watch 
like soldiers wear, Boy Scouts, and 
others. 

Warrior wrist watches have luminous 
dials, a sweep-second hand, a case and 
wrist band of olive drab. Boxed for 
display and gift use, the Ingersoll War- 
rior retails for $4.95 and is under fair 
trade contracts in all states having fair 
trade laws. 





Ronson Goes on Radio Network 
With Weekly Coast-to-Coast 


Program 


Starting Friday, April 11, at 6:30 p.m., 
Eastern Standard Time, the makers of 
Ronson lighters will sponsor a weekly 
program of news comment over the en- 
tire coast-to-coast network of the Co- 
lumbia Broadcasting System. The fea- 
ture will go on the air every Friday at 
the same hour, and in addition will be 
re-broadcast over a special West Coast 
hook-up at 10 p.m., Pacific Coast Time, 
for the benefit of listeners in the Far 
West. 

Newscaster will be Paul Sullivan, who 
enjoys one of the highest Crosley ratings 
for this type of program, and the title 
of the series will be “Paul Sullivan Re- 
views the News.” 


Holmes & Edwards Adds 
Saturday Evening Post 
To Advertising Campaign 


The Holmes & Edwards Division of 
International Silver Co. announces that 
in 1941 it is adding The Saturday Eve- 
ning Post to the already long list of 
magazines in which H & E advertising 
is appearing. A series of full-page ad- 
vertisements, in four colors, will be used 
during the heaviest selling months. 

Twenty-two movie, radio, and women’s 
publications are carrying Holmes & Ed- 
wards advertising in 1941, and the com- 
pany states that the campaign will reach 
the largest magazine circulation ever 
covered by any maker of silverware. 
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TIME FOR HOUSECLEANING 


WHEN a TraDE or industry fails to do its own house- 
cleaning of practices that are to the detriment of the 
consumer, an indignant public is rather likely to rise 
up and demand some pretty stringent legal regulations 
to govern that industry’s conduct. 

Such a situation is developing right now in the field 
of instalment selling. Reported elsewhere in this issue 
are proposals now before the legislatures of several 
states which have been drawn up in an effort to curb the 
more flagrant abuses in the selling of consumer goods on 
time payments, especially furniture, clothing and jew- 
elry. 

With the merits or demerits of these proposed laws 
we are not going to concern ourselves here. The point 
is that while the majority of instalment sellers, at least 
in the jewelry trade, are scrupulously honest, the public 
has been so pushed around by the borax artists that 
they’re demanding in no uncertain terms to have some- 
thing done about it. 

Make no mistake—whether it’s this year, or next year, 
or the year after—sooner or later, regulation of the 
credit selling business is coming, and the credit jeweler 
who wants to avoid a disruption of his business had 
better get busy and clean house right now, if he isn’t 
already on the right basis. 


THE POT AND THE KETTLE 


A GentTLEMAN who says that he is a jewelry whole- 
saler, but prefers not to disclose his name, writes us an 
unsigned letter in which he complains of the practice of 
some jewelry manufacturers in selling to both wholesaler 
and retailer, which he feels is unethical and is unfair 
competition with the wholesaler. 

We heartily sympathize with this gentleman’s point 
of view, but may we point out that his own branch of 
the industry—the wholesale trade—is too often guilty of 
the very same violation of .ecthics about which he com- 
plains. The selling of jewelry at retail by wholesalers 
has long been one of the sore spots of the industry and 
we suggest to our nameless correspondent that if the 
wholesalers want the cooperation of other branches of 
the industry in dealing with this problem, it would be 
well for them first to see that they themselves are not 
guilty of the very things about which they complain in 
others. 


HELLO, SUCKER! 


Is THERE No Limir to the brazenness of the retail 
association program advertising racket? 

Apparently not, if we may judge by a couple of 
examples which have come to our attention within the 
past month. 

In one instance, a gentleman who had been invited to 
address a convention of retail jewelers and had accepted, 
was then informed by the committee that his appearance 
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on the program would of course necessitate his contrib- 
uting $50 for “advertising.” 

No doubt in such circumstances, many men might 
feel that they were under an obligation, but to try to 
take deliberate advantage of that fact in an attempt to 
chisel a few dollars from a man who is already donating 
his time and services, strikes us as being pretty cheap 
stuff. 

However, for sheer colossal nerve, that incident is 
mild in comparison with a recent performance by an- 
other group of retail jewelers. This latter organization 
in a recent bulletin to its members urged them to get out 
and hustle for program ads and wound up by remarking 
that the profits would be used—(and we quote)—‘“to 
fight to put the taxes that are coming where they belong 
—on the wholesaler.” 

In other words, wholesalers are to be asked to con- 
tribute funds to finance an effort to saddle themselves 
with taxes. Talk about biting the hand that feeds you! 
If suppliers still continue to donate program ads after 
that one, they’ll certainly deserve the late Tex Guinan’s 
salutation to customers—‘‘Hello, suckers!” 


FAIR TRADE THREATENED 


JeweLers who want to see the principle of Fair 
Trade contracts continued would do well to keep an eye 
on current developments in Washington. 

One of the Administration’s fair-haired boys who 
seems to wield a good deal of influence these days, 
Assistant Attorney General Thurman Arnold, is agitat- 
ing for repeal of the Miller-Tydings Act, which is the 
Federal statute that makes possible the Fair Trade laws 
of the individual states. Repeal the Miller-Tydings Act, 
and the whole Fair Trade principle collapses, no matter 
what the states may do. 

Mr. Arnold seems to have an idea that throwing the 
whole retail price structure wide open to destructive 
competition will in some mysterious way operate to the 
benefit of the public. We wonder if he considers the 
wholesaler who sells at retail, and the industrial catalog 
house, the most desirable channels for the distribution 
of goods. 

We also hope that the members of Congress who 
realize, as he apparently does not, the value of the 
services rendered by the merchants back home on Main 
Street will take a different view of the question. One 
good way to help insure their doing so would be for 
every retailer who is interested in seeing a continuance 
of the orderly distribution of goods to write his Con- 
gressman urging the retention of the Miller-Tydings 
Act in spite of propaganda against it. 
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